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Stern  looks  to  lose 

ALTERNATIVE  WEEKLY  GROUP  COULD  FETCH 


otential  bidders 
I  of  many  stripes 
are  expected  to 
take  a  look  at 
New  York’s 
Village  Voice,  the  grand- 
daddy  of  alternative 
newsweeklies,  and  its  six 
sister  papers,  put  up  for  sale 
by  Stem  Publishing. 

Observers  say  the  group 
of  free  weeklies,  industry 
leaders  and  popular  with  the 
25-  to  35-year-old  set  adver¬ 
tisers  adore,  could  fetch  at 
least  $150  million,  or  about 
twice  annual  revenues.  Stem 
plans  to  sell  the  papers  and 
companion  Web  sites  as  a 
group.  An  asset  sale  is 
expected  to  close  by  January. 

Mainstream  media  and 
Internet  companies,  investment 
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groups,  and  foreign  players  are 
likely  to  be  calling. 

For  Internet  companies,  the 
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In  a  lawsuit  filed  Sept.  22. 
The  Miami  Herald  contends 
Miami’s  police  chief  and 
city  personnel  director  are 
doing  the  wrong  thing  by 
refusing  to  turn  over  the  records 
of  Do  the  Right  Thing.  Do  the 
Right  Thing  is  an  organization, 
funded  by  the  city  and  mn  out  of 
police  headquarters,  that 
encourages  children  to  be  good 
citizens. 

The  Herald  said  it  became 
interested  in  the  group  after 
learning  that  it  once  was  operat¬ 
ed  by  a  former  police  chief  who 
used  the  organization’s  office  as 
the  billing  address  for  his  credit 
card  —  and  by  an  accountant 


who  committed  suicide  this 
summer  after  allegations  sur¬ 
faced  that  he  had  embezzled 
$500,000  from  a  police  pension 
fund. 

On  Sept.  8,  the  Herald  direct¬ 
ed  a  Public  Records  Act  request 
to  Do  the  Right  Thing’s  current 
president,  city  Personnel 
Director  Angela  Bellamy,  and 
one  of  the  group’s  directors. 
Police  Chief  William  O’Brien. 

A  week  later,  O’Brien  turned 
the  records  over  not  to  the  news¬ 
paper  but  to  a  U.S.  attorney’s 
office.  The  police  chief  contend¬ 
ed  he  wanted  an  “independenf’ 
investigation  of  the  organization. 

—  Mark  Fitzgerald 


alternatives’  appeal  is  their 
young  audience  and  online 
local  news  and  entertain¬ 
ment  listings.  Stern  Pre¬ 
sident  David  Schneiderman 
said. 

For  private  equity  firms. 
Stern’s  management  team 
and  wide  geographic  range 
would  make  it  attractive, 
said  Kevin  Lavalla,  manag¬ 
ing  director  for  Veronis, 
Suhler. 

Alternatives  have  gained 
clout  in  recent  years,  cutting 
deeper  into  dailies’  national 
ad  revenues.  The  appeal  to 
younger  readers  and  their 
free-distribution  model  make 
the  Stem  papers  more  valu¬ 
able  than  mainstream  dailies, 
Schneiderman  argued. 

To  this  point,  mainstream 
newspaper  companies  have  only 
dabbled  in  the  alternative  busi¬ 
ness,  usually  in  specific  markets 
for  strategic  reasons. 

"This  might  be  the  time  that 
someone  major  jumps  in  and 
says,  ‘This  is  something  I  want 
to  get  into,”’  said  John  Morrison, 
sales  director  for  the  Alternative 
Weekly  Network,  a  national  ad 
rep  firm  whose  clients  include 
the  Stem  papers. 

That  concerns  some  in  the 
industry,  who  worry  that  main¬ 
stream  ownership  would  com¬ 
promise  the  character  of  the 
irreverent  and  liberal  weeklies. 

Speculation  is  that  New  Times 
Inc.,  the  other  alternative  weekly 
chain  with  seven  major-market 
titles,  might  want  to  buy  the 
group.  New  Times  partner  Jim 
Larkin  wouldn’t  comment. 

And  don’t  rule  out  more 
eccentric  characters.  The  Voice, 
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Talk  about  your  bulk  circulation!  Thanks  to  a  70-page  e-commerce  special 
section,  The  New  York  Times  published  its  largest  daily  issue  ever  —  170  pages  —  Sept. 
22.  Contrary  to  rumor,  each  newsstand  copy  did  not  come  with  a  complimentary  truss. 


Voice,  6  others 

$150  MILLION  OR  MORE  byluciamoses 


an  industry  icon,  could  be  an 
ego  buy  for  someone  wanting 
part  the  New  York  media  mar¬ 
ket.  Even  Barbra  Streisand’s 
name  has  been  mentioned. 

The  Stem  weeklies  have  a 
combined  distribution  of  more 
than  890,000,  employ  more  than 
500  people,  and  produce  annual 
revenues  of  more  $80  million. 
Schneiderman  said  the  group  is 
profitable  but  won’t  give  figures. 

Other  potential  suitors  include 
The  New  York  Times  Co.,  Times- 
Mirror  and  Canadian  publisher 
Conrad  Black,  whose  proposed 


deal  to  buy  the  weekly  New  York 
Observer  fell  through  over  the 
summer. 

In  addition  to  the  Voice  and  its 
Long  Island.  N.Y.,  counterpart, 
the  group  includes  LA  Weekly, 
and  papers  in  Cleveland. 
Minneapolis-St.  Paul,  Seattle, 
and  Orange  County,  Calif. 

Leonard  Stem,  61,  bought  the 
Voice  from  Rupert  Murdoch 
1 4  years  ago  for  $55  million 
and  has  been  approached  by 
interested  buyers  over  the 
years.  He  decided  to  put  the 
company  up  for  sale  after  con¬ 


sulting  with  his  three  children, 
who  said  they  didn’t  want  to 
run  the  weekly  group. 

The  nation’s  first  alternative, 
the  Voice  was  founded  in  1 955 
by  Norman  Mailer  and  col¬ 
leagues  Ed  Fancher  and  Dan 
Wolf.  The  Voice  has  won  two 
Pulitzer  Prizes  and  been  a  final¬ 
ist  five  times  in  the  past  decade. 

Three  years  ago.  Stem  took 
the  Voice  to  mostly  free  distri¬ 
bution  from  paid  circulation, 
bringing  the  Voice's  distribu¬ 
tion  to  about  250,000  today, 
twice  the  pre-switch  level.  ■ 


‘Death  tax’  DOA  in  Rose  Garden 

CLINTON  VETOES  GOP  TAX  PACKAGE  BY  joe  strupp 


Leaders  of  the  cam¬ 
paign  to  eliminate 
the  so-called  “death 
tax”  —  which  has  hit 
family-owned  busi¬ 
nesses,  including  newspapers, 
with  heavy  federal  tax  burdens 
for  decades  —  said  they  will 
continue  the  battle  despite 
President  Clinton’s  veto  Sept. 
23  of  a  major  tax-cut  package 
that  included  a  death-tax 
repeal. 

“This  is  an  issue  that  will  heat 
up  again  next  year,  and  we  have 
a  lot  of  momentum,”  said  Paul 
Boyle,  vice  president  of  govern¬ 
ment  affairs  for  the  Newspaper 
Association  of  America  (NAA). 
“We  feel  good  that  this  was  the 
first  time  ever  that  Congress 
approved  a  bill  that  calls  for 
phaseout  of  the  death  tax.” 

Rep.  Jennifer  Dunn,  R- 
Wash.,  who  co-sponsored  the 
death-tax  portion  of  the  bill. 


also  offered  hope  for  a  future 
repeal.  “We  must  eliminate  this 
unfair  tax.”  she  said. 

Among  the  provisions  of  the 
$792-billion.  Republican-backed, 
tax-cut  package  that  Clinton 
vetoed  was  one  that  would  have 
eliminated  the  death  tax  over  the 
next  lO  years.  Clinton  had  told 
Congress  that  he  wanted  any  tax 
cut  to  be  under  $300  billion. 
“This  bill  is  too  big,  too  bloated, 
and  places  too  big  a  burden  on 
America’s  economy,”  he  said. 

The  entire  tax -cut  package  — 
which  included  a  l%  income-tax 
cut  capital-gains  and  marriage 
tax  reductions  —  was  approved 
by  a  221-206  vote  in  the  House 
of  Representatives  and  a  50-49 
vote  in  the  Senate,  but  failed  to 
gamer  the  two-thirds  majority 
needed  to  override  a  veto. 

The  proposed  death-tax 
repeal,  jointly  sponsored  by 
Dunn  and  Rep  John  Tanner.  D- 


Tenn.,  would  have  reduced  the 
tax  incrementally  beginning  in 
2001  until  its  repeal  by  2009. 

Death  taxes  are  levied  on 
inheritances  of  $650,000  or 
more  at  rates  between  18%  and 
55%.  The  tax  raises  about  $23 
billion  annually. 

The  death  tax,  which  began  in 
1916  to  raise  money  for  World 
War  I  needs,  has  been  a  longtime 
thorn  in  the  side  of  family  news¬ 
paper  owners.  Several,  led  by 
The  Seattle  Times'  Frank 
Blethen,  have  spent  years  lob¬ 
bying  for  the  repeal. 

Blethen,  the  NAA,  and  other 
business  groups  seeking  a 
repeal  stepped  up  their  efforts 
in  recent  months  with 
increased  lobbytng  in 
Washington  and  a  newspaper 
ad  campaign  in  three  Capitol 
Hill  publications  that  sought  to 
educate  Congress  on  the  need 
for  repeal  ■ 


briefs 


Candidate  sues 
to  get  in  news 

It’s  common  for  the 
media  to  give  lesser- 
known  political  candidates 
short  shrift  in  election  cov¬ 
erage.  That’s  especially 
true  in  San  Francisco, 
where  14  people  are  vying 
to  be  the  next  mayor. 

Martin  Eng,  one  of  11 
candidates  who  were 
excluded  from  the  San 
Francisco  Chroniclds  cov¬ 
erage,  found  a  sure  way  to 
get  some  ink:  he  sued.  In  a 
lawsuit,  he  accuses  the 
Chronicle  of  discriminating 
against  him  and  alleges 
that  the  lack  of  coverage  is 
race-related,  the  San 
Francisco  Examiner 
reports.  Eng  is  Chinese 
American. 

Eng  is  seeking  compen¬ 
sation  for  economic  loss, 
humiliation,  harm  to  repu¬ 
tation,  and  emotional  dis¬ 
tress.  The  Chroniclds 
lawyer  declined  to  com¬ 
ment  on  the  suit. 


Times'UasWn 
calls,  ‘Cut!’ 

Veteran  film  critic  Janet 
Maslin,  who  has  been 
reviewing  movies  for  The 
New  York  Times  since 
1977,  is  retiring,  according 
to  a  statement  released  by 
the  newspaper  last  week. 
The  announcement 
described  Maslin,  50,  as 
someone  who  had  “a  pro¬ 
found  impacT  on  movies 
and  never  shirked  from  her 
duties,  despite  an  increase 
in  movies  coming  out  of 
Hollywood  during  the  past 
two  decades. 

Maslin’s  career  began 
in  1972  at  the  alternative 
Boston  Phoenix,  then  con¬ 
tinued  at  Newsweek  before 
she  joined  the  Timesl  staff 
22  years  ago. 
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Post  blunders 
race  headline 

PAPER  EXECS  SAY  COPY  VIOLATED 

ITS  OWN  RACIAL  ID  POLICY  by  joe  strupp 


When  The  Washington  Post 
ran  a  Page  One  headline 
that  many  considered 
racially  insensitive,  some 
of  the  first  and  harshest 
criticism  came  from  the  newspaper  itself. 

The  Sept.  15  header,  “White  Man  Gets 
Mayoral  Nomination  in  Baltimore.”  ran 
above  a  story  about  that  city’s  mayoral  pri¬ 
mary  contest.  In  a  field 
of  15,  white  City 
Councilman  Martin 
O’Malley  won  the 
Democratic  nomina¬ 
tion.  despite  serious 
challenges  by  two 
black  opponents. 

Although  the  story 
by  reporter  Angela 
Paik  accurately  noted 
that  the  election  of  a 
white  candidate  in  a 
predominantly  black 
city  was  news,  some 
critics  charged  that 
such  a  racially  based 
headline  was  insensi¬ 
tive  and  assumed  that 
black  voters  would  not 
be  expected  to  elect  a 
white  candidate. 
Among  the  critics  was  Post  Executive 
Editor  Leonard  Downie,  who  penned  a 
clarification  in  the  Sept.  16  issue  that  stat¬ 
ed  the  headline  “distorted  the  role  of  race 
in  the  election  and  violated  Washington 
Post  policy  about  reporting  racial  identifi¬ 
cations  only  in  proper  context.” 

Three  days  later,  in  the  Post's  Sept.  19 
issue.  Ombudsman  E.R.  Shipp  took  the 
newspaper  to  task  again  with  a  stinging 
column  that  recounted  the  angry  phone 
calls  the  paper  had  received  about  the 
headline  and  pointed  out  the  importance  of 


viewing  elections  through  a  nonracial  lens. 

“The  Post  blew  it,”  Shipp’s  piece 
began.  It  also  described  the  headline  as  “a 
boneheaded  decision”  and  “devoid  of 
news.  ...  It  was  as  if  editors  had  never 
heard  of  —  or  never  absorbed  —  the  oft- 
quoted  desire  of  the  late  Martin  Luther 
King  Jr.  to  see  America  transformed  into  a 
place  where  people  ‘will  not  be  judged  by 
the  color  of  their  skin  but  by  the  content  of 
their  character,”’  Shipp  wrote. 

The  ombudsman  went  on  to  state  that 
the  key  problem  with  the  headline  was  that 
it  assumed  voters  were  more  likely  to  vote 
for  their  own  ethnic  group  or  race.  “It  was 
not  news  that  blacks  voted  for  a  white  can¬ 
didate,”  she  said.  “They  have  done  that  for 
most  of  the  time  they  have  been  allowed  to 
vote.” 

But  Shipp  stopped  short  of  completely 
slamming  the  headline,  saying  it  offered  a 
proper  perspective  on  the  role  that  race 
played  in  the  election.  “It  reveals  a  height¬ 
ened  sensitivity  to  race.”  she  said.  “But  an 


Dallas-based  American  Consolidated 
Media  is  buying  a  group  of  Massachusetts 
weeklies  from  Journal  Transcript  News¬ 
papers. 

Included  in  the  sale  are  the  10,666-cir¬ 
culation  York  County  Coast  Star  and  its 
seasonal,  15,000-free-distribution  Coast 
Pilot',  7,000-circulation  Revere  Journal 
and  1 6,000-free-distribution  Revere  Jour¬ 
nal  Plus',  4,200-circulation  Winthrop  Sun- 
Transcript',  2,400-circulation  Chelsea 
Record',  and  1 1 ,000-free-distribution  East 
Boston  Sun-Transcript.  The  sale  includes 


ineptness  in  dealing  with  race  and  ethnicity.” 

Journalistic  observers  outside  the  Po.st 
also  weighed  in  publicly  on  the  headline 
and  the  newspaper’s  handling  of  the  issue. 
Some,  such  as  media  critic  Jeremy 
Torobin  of  Newswatch.org,  agreed  with 
Shipp  and  bashed  the  Post's  action. 

“It’s  questionable  whether  the  fact  that 
[O’Malley]  is  white  and  won  the  nomina¬ 
tion  warranted  such  a  black-and-white 
headline,”  Torobin  wrote. 

But  others,  including  San  Francisco 
Examiner  columnist  Emil  Guillermo,  said 
such  a  story  might  have  deserved  a  direct 
headline  that  got  to  the  heart  of  the  issue. 
“The  headline  wasn’t  exactly  tabloid.” 
Guillermo  wrote.  “And.  factually,  it  was 
sound.  Last  I  checked,  O’Malley  was  still 
white.  He  wasn’t  off-white,  cream,  or  any 
kind  of  bone  color.  He  was.  as  they  say,  a 
white  male.” 

Downie  said  he  discussed  the  headline 
with  the  person  who  wrote  it  and  that  per¬ 
son’s  supervisor,  but  declined  to  say  if  any 
punitive  action  was  taken  against  either 
employee.  He  said  the  headline  was 
unquestionably  wrong  and  agreed  it 
should  not  have  been  printed. 

“It  was  a  distortion  in  the  way  race 
played  in  the  campaign:  race  was  not  a  big 
issue,”  Downie  said.  “When  I  saw  the 
headline,  1  was  very  surprised  by  it.” 

But  Downie  said  such  mistakes  are  part 
of  the  newspaper  business.  “Human 
beings  make  mistakes  on  headlines,”  he 
said.  “It  was  educational.”  ■ 


the  monthly  El  Heraldo  Latino  with 
10,000  free  distribution  in  the  East 
Boston  and  Chelsea  areas. 

American  Consolidated  President  and 
Chairman  Jeremy  L.  Halbreich  said  the 
Journal  Transcript  papers  will  continue 
under  their  own  name  while  the  York 
papers  will  become  part  of  American’s 
Courier  Publications  group  in  Maine. 

Journal  Transcript  was  represented  in 
the  transaction  by  Dirks,  Van  Essen  & 
Associates  of  Santa  Fe,  N.M.  No  terms 
were  disclosed.  —  Mark  Fitzgerald 
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Some  things 
are  worth  repeating! 


«  2  PP9  Best  Daily  Newspaper  in  Ohio** 

The  Press  Club  of  Cleveland 

«  2  99P  Best  Daily  Newspaper  in  Ohio** 

Society  of  Profession^  Journalists 

Cleveland  and  Cincinnati  chapters 

journal  Raster  Company  proudly  congratulates  the  staff  of 
The  News-Herald  in  Inke  County,  Ohio,  on  being  named  1999 
Best  Daily  Newspaper  in  Ohio  under  100,000  circulation  by  both 
The  Press  Qub  of  Qeveland  and  the  Ohio  Press  Association. 


journalregister.com 


Goodby  takes  top  Athena  prize 

$100,000  GO  TO  CREATORS  OF  HEWLETT-PACKARD  ADS  by  joe  strupp 


I  art,  and  text  create  such  a  variety  of 

I  great  newspaper  advertising.” 

The  gala  included  video  displays  of 
each  ad  during  a  circus-themed  pro- 
p  duction,  followed  by  a  live  jazz  band 
-  that  serenaded  the  200-plus  crowd  dur- 
I  ing  a  late  buffet  supper. 

I  The  $5,000  grand  prize  in  the  stu¬ 
dent  competition  went  to  the  Creative 
Circus,  an  Atlanta  advertising  design 
school,  which  won  for  a  Rubbermaid 
ad  showing  a  beat-up  metal  garbage 
can  inside  a  sturdy,  new  Rubbermaid 
can.  That  award  went  to  Art  Director 
Julie  Eyerman  and  Copywriter  Brad 
J  Mislow. 

I  ATHENA  Gold  Awards  in  other  cate- 

Igories  were  presented  to:  bbdo  West  of 
Los  Angeles  for  a  Starbucks  ad;  core 
*  of  St.  Louis  for  three  ads  promoting  the 
!  St.  Louis  Post-Dispatch;  Fallon 
McElligott  of  Minneapolis  for  a  bmw 
[  ad:  Ground  Zero  advertising  of  Marina 
;  del  Rey,  Calif.,  for  a  Virgin  Cola  ad; 
I  Katsin  Loeb/Loeb  Advertising  and 
!  Sandstrom  Design  of  Portland,  Ore., 
for  a  George  Vogt  ad;  and  the  Martin 
Agency  of  Richmond,  Va.,  for  two  ads 
I  promoting  saab  Cars  usa  and  Vertex 
Pharmaceuticals  Inc. 

A  full  list  of  the  award  winners  can  be 
found  at  the  naa  Web  site,  http://www. 
naa.org.  ■ 


A  series  of  Hewlett-Packard 
ads  promoting  the  compa¬ 
ny’s  ability  to  provide 
smooth-running  products 
—  to  the  point  of  cus¬ 
tomer  boredom  —  garnered  the  top 
$  1 00,000  prize  at  the  Newspaper  Asso¬ 
ciation  of  America’s  (naa)  1 999  athena 
Awards,  which  honors  newspaper  adver¬ 
tising. 

Goodby,  Silverstein  and  Partners  of 
San  Francisco,  which  created  the  ads 
for  H-p,  captured  the  top  prize  for  three, 
half-page  designs  that  offered  images  of 
H-p  customers  practically  twiddling 
their  thumbs  because  their  products 
worked  so  well. 

“It  had  to  be  subtle,  or  the  humor 
wouldn’t  have  played  correctly,”  said 
Joel  Clement,  the  ad  campaign’s  art 
director.  “We  thought  it  would  help  them 
stand  out.” 

One  of  the  h-p  ads  showed  two  peo¬ 
ple  on  an  elevator,  with  the  caption, 
“Having  no  printer  problems  to  discuss, 

IS  manager  and  co-worker  experience 
an  awkward  moment  of  silence.” 

A  second  showed  an  office  cubicle 
filled  with  gifts,  flowers,  and  balloons, 
which  stated,  “Upon  entering  his  cube,  : 
IS  manager  receives  some  positive  feed-  - 
back  concerning  the  new  printers.” 

The  third  award-winning  ad  presents  a 
man  sitting  at  a  desk  practicing  tricks  from 
a  magic  book,  with  copy  that  says,  “Due  to 
a  lack  of  printer  problems,  is  manager  had 
time  to  focus  on  other,  more  important  mat¬ 
ters.” 

The  team  the  developed  the  h-p  ads 
included  Clement;  Steve  Simpson,  cre¬ 
ative  director;  Harold  Einstein,  copy¬ 
writer;  and  Jenny  Taich,  producer. 

“From  the  start,  we  wanted  to  keep  the 
ads  as  visual  as  possible,”  Clement  said. 

The  top  award  for  the  h-p  ads  was 
among  50  honors  passed  out  during  the 
Sept.  23  event,  held  at  the  Supper  Club  in 
New  York  and  hosted  by  comedienne 
Sandra  Bernhard.  In  all,  1, 1 00  entries 
were  submitted  in  30  categories. 

“The  creative  possibilities  of  newspa¬ 
per  advertising  once  again  were  aptly 
demonstrated  by  all  the  athena  winners,” 
said  naa  President  John  F.  Sturm.  “It’s  ter¬ 
rific  to  see  how  different  uses  of  typeface. 


into  the  same' 


mirror. 


ST.  LOUIS  POST-OISMTCH 


CORE  won  the  “Media”  category  with 
three  St.  Louis  Post-Dispatch  house  ads. 


Death  (tax)  claims  Partnership 


The  Omaha  (Neb.)  World-Herald  is  buying  The  Tribune  in  Ames,  Iowa,  and  the  rest 
of  the  Partnership  Press  weeklies,  shoppers,  and  direct-mail  businesses  owned  by 
Michael  Gartner  and  Gary  Gerlach.  Dirks  Van  Essen  &  Associates,  Santa  Fe,  N.M.,  bro¬ 
kered  the  sale. 

Terms  of  the  sale,  closing  Sept.  30,  were  not  released,  but  Gartner  said  the  World- 
Herald  was  not  the  high  bidder  in  a  group  of  about  a  dozen  parties  that  expressed 
interest  in  the  10,000-circulation  daily  and  other  properties. 

“The  World-Herald  Co.  did  not  offer  the  most  money  for  this  newspaper,  but  it  offered 
the  most  promise,”  Gartner,  who  won  the  Pulitzer  Prize  for  editorial  writing  in  1997, 
wrote  in  an  editorial  Sept.  23.  “It  is  big  enough  to  provide  resources,  but  not  so  big  as  to 
be  a  faceless  corporation  or  a  heartless  chain.” 

Gartner  and  Gerlach  said  the  sale  was  forced  by  the  estate  tax  and  other  tax  issues  fol¬ 
lowing  the  death  last  January  of  their  third  partner,  Des  Moines  attorney  David  W.  Belin. 

World-Herald  Co.,  a  privately  held  corporation  that  is  owned  through  an  employee 
stock  ownership  plan  and  a  charitable  foundation,  announced  that  Tom  Hawley,  41, 
will  become  president  of  Partnership  Press  and  publisher  of  The  Tribune  when  the 
sale  closes.  —  Joe  Strupp 
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Football  fans  rumble 
on  daily  Web  sites 

LOCAL  NEWSPAPER  FORUMS  GETTIN’  UGLY 
OVER  NFL  RIVALRY  BY  JASON  williams 


Hearing  insults  and  obsceni¬ 
ties  hurled  about  at  a  pro 
football  game  is  not  uncom¬ 
mon  (and  that’s  just  at  the 
snack  bar).  But  Pittsburgh 
Steelers  fans  and  Cleveland  Browns  fans 
have  taken  trash  talking  to  a  new  level  with 
the  help  of  two  newspaper  Web  sites. 

“You’re  a  typical  Browns  fan  ”  said  one 
Steelers  supporter.  “You  have  shite  for 
brains  and  are  loyal  to  colors  that  resem¬ 
ble  a  baboon’s  a$$  [sic].”  And  this  is  one 
of  the  tamer  entries  you’ll  find  on 
Cleveland  Live,  the  Web  site  for  The  Plain 
Dealer  (http;//www.cleveland.com), 
where  Cleveland  Browns  fans  trade 
insults  with  Pittsburgh  Steelers  fans. 

Not  to  be  outdone,  the  Tribune-Review 
in  Greensburg,  Pa.,  is  offering  a  similar 
forum  —  although  slightly  tamer  in  con¬ 
tent —  on  their  Web  site  Pittsburgh  Live 
(http;//www.pittsburghlive.com),  called 
“Clobber  Cleveland.”  where  defenders  of 
the  “Black  and  Gold”  can  do  their  share  of 
bad-mouthing. 

“I  happened  to  be  checking  out, 
[Cleveland’s]  site  and  noticed  their  ‘Bash 
the  ’burgh  Forum,”’  said  Ed  Kost,  general 
manager  of  Pittsburgh  Live,  who  initiated 
the  cross-promotion  with  Cleveland  Live. 

Both  forums  have  been  popular  with 
Browns  and  Steelers  fans,  who  invade  each 


other’s  Web  turf  in  search  of  verbal  battles. 

“1  think  Cleveland  [Live]  tends  to  let  it 
run  a  bit  wider,”  Kost  said  about  the  rival 
site’s  racy  content.  “By  and  large, 
[Pittsburgh  Live]  has  been  policed  more 
by  the  people  on  there.”  Despite  the  good 
behavior,  Pittsburgh  Live’s  Web  operators 
are  still  keeping  an  eye  out  for  obscenities 
and  offensive  language,  in  addition  to 
using  automated  filters. 

Cleveland  Live  insists  they  are  also  try¬ 
ing  to  keep  it  clean,  but  fun.  “We  are  real¬ 
ly  aggressive  with  our  forum,”  said  Denise 
Polverine.  editor  in  chief  of  Cleveland 
Live,  adding  that  policing  the  site  can  be 
difficult  but  is  a  top  priority. 

On  both  sites,  fans  use  a  variety  of 
typographical  techniques  to  get  their  mes¬ 
sage  by  the  automated  filters,  such  as  pur¬ 
posely  misspelling  obscenities  and  mak¬ 
ing  veiled  references  to  graphic  scenes  in 
movies  such  as  “Deliverance.” 

Polverine  said  Cleveland’s  site  is 
checked  daily  for  obscenities  and  offen¬ 
sive  language  and  words  are  often  added 
to  the  automated  filters,  but  despite  pre¬ 
cautions.  people  find  a  way. 

Cleveland  Live  is  planning  additional 
cross-promotion  between  SunSpot.  the 
Web  site  for  The  (Baltimore)  Sun  ,  for  the 
upcoming  game  against  the  Baltimore 
Ravens,  the  former  Browns.  ■ 


calendar 


SEPTEMBER 

29  Newspaper  Features  Council 
Annual  Conference,  Pan  Pacific  Hotel, 
Vancouver,  British  Columbia 
29  -  2  NNA  1 1 4th  Annual  Convention, 
National  Newspaper  Association,  Park 
Plaza,  Boston 

29-2  AASFE  Annual  Convention, 
American  Association  of  Sunday  and 
Feature  Editors,  Pan  Pacific  Hotel, 
Vancouver,  British  Columbia 

OCTOBER 

3-S  SPJ  National  Convention, 

Society  of  Professional  Journalists,  Westin 
Hotel,  Indianapolis 

7-10  “Power  to  the  States"  National 
Conference,  AP  Managing  Editors,  Colo¬ 
rado  Springs  Gazette,  Investigative 
Reporters  and  Editors,  National 
Conference  of  State  Legislatures,  Pew 
Center  for  Civic  Journalism,  and 
stateline.org,  Westin  Hotel,  Denver 
9-9  SAPA  Conference,  Southeastern 

Advertising  Publishers  Association,  Double 
Tree  Galleria,  Atlanta 

1  1  - 1 S  The  IFRA/WAN  World  Electronic 
Publishing  Conference  and 
Exhibition:“Beyond  the  Printed  Word,”  RAI 
Hotel,  Amsterdam,  Netherlands 

13- 15  APME  Conference,  Associated 
Press  Managing  Editors,  Peabody  Hotei, 
Memphis,  Tenn. 

14- 16  “Drawing  the  Line;  Political 
Cartooning  Under  Pressure"  Symposium, 
School  of  Journalism  and  Mass 
Communications,  University  of  Iowa,  Iowa 
City,  Iowa 

1 5- 20  lAPA  General  Assembly,  Inter 
American  Press  Association,  Westin 
Galleria,  Houston 

2 1  -23  AAF  American  Marketing 
Conference,  American  Advertising 
Federation,  Marriott  Rancho  Las  Palmas 
Hotel,  Rancho  Mirage,  Calif. 

24-26  114th  Annual  Meeting,  Inland 
Press  Association,  Fairmont  Hotel,  Chicago 
24-27  PRSA  International  Conference, 
Public  Relations  Society  of  America,  Hilton 
Hotel,  Anaheim,  Calif. 

27-3 1  National  College  Media  Fall 
Convention,  College  Media  Advisers/ 
Columbia  Scholastic  Press  Association, 
Westin  Peachtree  Plaza,  Atlanta 

NOVEMBER 

3-6  /\AIND  1999  Fall  Conference, 

American  Association  of  Independent 
News  Distributors,  Pan  Pacific  Hotel, 
Vancouver,  British  Columbia 
3-6  ABC  Annual  Conference,  Audit 

Bureau  of  Circulations,  Fairmont  Hotel,  San 
Francisco 

24-3 1  Fifth  Annual  Personal  Finance 
Conference,  Society  of  American  Business 
Editors  and  Writers,  Golden  Nuggest  Hotel, 
Las  Vegas,  Nev. 


Note:  To  list  events,  please  fax  to 
Calendar  Editor  at  (212)  691-7287. 

Additional  information  about  these  and 
future  events  can  be  found  at 
http'7/wv»w.modiainfo.com/ephom«/ 
evenls/eventshtm/calendai9e.htm 
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From  ‘objectivity’ 
to  the  ‘gay  agenda’ 

GAY  JOURNALISTS  FEELING  EXTRA  PRESSURE, 
CRITICISM  ON  THE  JOB  BY  mark  Fitzgerald 


Caught  between  mainstream 
editors  suspicious  of  a  so- 
called  “gay  agenda”  and 
activists  promoting  their 
version  of  things,  gay  jour¬ 
nalists  say  their  biggest  struggle  in  the 
newsroom  these  days  isn’t  being  openly 
gay  but  balancing  their  life  and  profes¬ 
sionalism. 

It’s  a  strain  that  often  complicates  jour¬ 
nalistic  decisions  on  stories  about  gay 
issues,  these  journalists  say.  The  frequent 
result,  attendees  at  the  recent  National 
Lesbian  and  Gay  Journalists  Association 
(nlgja)  convention  in  Atlanta  said,  is 
“self-editing,”  another  word  for  a  paralyz¬ 
ing  second-guessing. 

“Is  there  [a  time]  in  the  newsroom 
where  I  say,  ‘Everywhere  else  1  trust  my 
news  judgment,  but  I  just  don’t  feel  com¬ 
fortable  in  this  area’?”  asked  Cheryl 
Segal,  assistant  metro  editor  at  The 
Atlanta  Journal-Constitution. 

Dana  Williams,  a.ssistant  city  editor  at 
the  Honolulu  Star-Bulletin,  said  she  some¬ 
times  catches  herself  hesitating  about  sug¬ 
gesting  gay-themed  stories.  “I  do  find 
myself  thinking,  ‘If  I  don’t  assign  this  story 
—  who  is  going  to  assign  it?”’  she  said. 
“Sometimes  I  do  think  it’s  my  responsibil¬ 
ity  to  speak  out.  I’m  a  lesbian,  and  we  don’t 
have  many  people  like  that  in  the  news¬ 
room.  So  I  do  have  to  be  the  lesbian  voice.” 

It  is  a  voice  more  newspapers  are 
encouraging.  “You  used  to  kind  of  show 
up  at  work  and  leave  your  life  at  the 
door,”  said  Cindy  Gorley,  the  Journal- 
Constitutions  metro  editor.  Gorley  pro¬ 
posed  a  simple  rule  for  stories:  If  actual 
events  in  a  paper’s  coverage  area  are  not 
propelling  a  story,  “then  you  probably  are 
pushing  an  agenda.  If  something  is  hap¬ 
pening.  you  have  reason  to  do  a  story  and 
it’s  not  an  agenda.” 

At  gay  newspapers,  the  issue  often 
becomes  more  complicated.  “The  gay  press 
was  bom  of  advocacy,  of  a  dream  to  build 
up  the  gay  community,”  said  Rawley  Grau, 
now  editor  in  chief  of  Q  Syndicate,  a  syndi- 
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cate  for  gay-oriented  news  and  features. 

As  a  result,  activists  in  what  is  often 
called  the  “lgbt  community”  (for  lesbian, 
gay,  bisexual,  and  transgendered  people) 
expect  the  papers  to  do  their  bidding. 

“Many  people  still  see  [the  paper]  as 
their  newsletter,  their  bulletin  board: 
‘Here,  I  wrote  something,  put  it  in,”’  said 
Barbara  Dozetos,  editor  in  chief  of  Out  in 
the  Mountains,  a  Vermont  paper. 

Laura  Brown,  a  reporter  for  the  Southern 
Voice  newspaper  in  Atlanta,  said  activists 
have  asked  her  to  quash  stories.  “I  figure 


As  gay  and  lesbian  newspapers 
become  more  professional,  they  are  try¬ 
ing  to  move  beyond  their  traditional 
advertising  base  of  bars,  nightclubs,  and 
sexually  oriented  classifieds.  Often,  that 
means  finding  a  way  to  ease  them  out  of 
the  newspaper,  publishers  say. 

“The  most  common  complaint  we  got 
was,  ‘I’m  not  comfortable  with  those  sex 
ads  in  classified,”’  said  Lisa  Keen,  execu¬ 
tive  editor  of  The  Washington  Blade  and 
the  New  York  Blade  News.  “We  put  them 
in  a  separate  section  you  can  take  out  and 
throw  away.” 

At  the  Southern  Voice,  which  publishes 
editions  in  Atlanta,  Houston,  and  New 
Orleans,  sexually  oriented  ads,  including 
those  for  bars  and  nightclubs,  have  been 
moved  into  a  new  free-standing  weekly 
called  Eclipse.  “It  wasn’t  completely 
easy,”  recalled  editor  and  co-publisher 
Chris  Cain.  “I  had  one  bar  owner  come  to 
me  and  say  flat-out,  ‘You  know,  if  it 
weren’t  for  me  [advertising]  in  the  begin¬ 
ning,  there  wouldn’t  be  a  Southern  Voice.' 
And  he’s  got  a  valid  point.” 

Pursuing  sex  ads  was  one  of  the 
biggest  mistakes  Buff  Carmichael  said  he 
made  when  he  was  starting  up  the  Prairie 


‘the  community,’  so  to  speak,  is  better  off 
[reading  controversial  stories]  so  that 
60,0()0  people  know  about  it  —  rather  than 
just  10  or  12  activists,”  she  said. 

But  the  reaction  can  be  harsh.  When 
Mubarak  Dahir  reported  in  a  Philadelphia 
alternative  paper  about  public  sex  taking 
place  in  gay  bars  and  bathhouses,  he  was 
ostracized  and  threatened  with  violence.  “I 
was  told  repeatedly  that  the  problem  [with 
the  story]  was  that  straight  people  read  it 
—  and  it  made  us  look  bad,”  Dahir  said. 

One  activist  attending  the  nlgja  meet¬ 
ing  suggested  journalists  often  have  the 
wrong  idea  about  whether  their  own  sto¬ 
ries  are  really  advocacy  pieces. 

“Many  times  when  we  [journalists]  are 
trying  to  be  balanced,  we  report  things 
we  know  not  to  be  true,  such  as  about 
[gay  people  being]  child  molesters  or  sta¬ 
tistics  like  75%  of  gay  men  don’t  know 
their  father.”  said  Wayne  R.  Besen,  assis¬ 
tant  director  for  communications  of  the 
Human  Rights  Campaign,  the  nation’s 
largest  gay  civil-rights  organization.  ■ 


Flame  newspaper  in  Springfield,  Ill. 
“First,  it  was  hard  to  find  these  people, 
but  when  they  did  advertise,  they  found 
they  [got]  absolutely  nothing  from  us  — 
and  it  drove  advertisers  away,”  Car¬ 
michael  said. 

Abandoning  sex  ads  is  not  an  option 
for  many  struggling  gay  papers,  said 
Patricia  G.  Harris,  advertising  director  of 
Gay  People’s  Chronicle  in  Cleveland, 
Ohio.  “We  need  that  revenue.”  she  said. 
“If  there  is  an  advertiser  that  really  tracks 
response,  it’s  the  sex  lines.  And,  clearly, 
our  readers  are  using  the  service.” 

The  Watermark,  a  gay  paper  in  Orlan¬ 
do,  Fla.,  found  one  alternative  to  sex  ads 
right  in  its  backyard:  Disney  World.  For 
the  past  three  years,  the  paper  has  rented 
out  its  Typhoon  Lagoon  water  park  for  a 
paid  party  on  the  night  before  the  annual 
so-called  “Gay  Day”  at  Disney  World  for 
thousands  of  gay  and  lesbian  couples. 

“We  make  a  lot  of  money  off  it  —  far 
more  than  the  newspaper  makes.”  editor 
and  publisher  Tom  Dyer  said.  “And  I  think 
one  reason  it’s  been  successful  so  far  is 
that  it  is  tied  to  a  newspaper  that  has  been 
in  the  community  for  a  long  time  and  has 
a  lot  of  credibility.”  —  Mark  Fitzgerald 

www.mediainfo.com 


Moving  beyond  sex  ads 

NEW  REVENUE  SOURCE  FOR  GAY  PRESS 


Michelle  Singletary 


Starts  October  16 


‘‘The  Color  cf  Money** 
is  a  weekly  business 
column  that  c^ers 
common-seme  lessom 
about  life  and  money. 


The  Color  of  Money 
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Former  publisher^ 
body  found  in  Oregon 

DAILY  NEWS'  NATT  DISCOVERED  AMID 
HELICOPTER  WRECKAGE  byjoestrupp 


The  body  of  former  Longview, 
Wash.,  Daily  News  publisher 
Ted  Natt  —  missing  since  Aug. 
7  —  was  found  Sept.  18  amid 
wreckage  of  his  helicopter 
about  15  miles  south  of  Longview,  newspa¬ 
per  executives  said. 

The  Daily  News  reported  that  Natt,  58, 
was  found  in  his  Schweitzer  3-100  heli¬ 
copter  at  7:20  a.m.  by  two  hunters  looking 
for  elk  in  a  heavily  wooded  area  near 
Clatskanie.  Ore. 

“I’ve  been  living  the  last  six  weeks  in  a 
state  of  unreality,  hoping  he’d  be  found,  yet 
wishing  this  wasn’t  the  ending,’’  Nan’s 
daughter,  Lori  Sue  Mattson,  told  The  Daily 
News.  “I’m  grateful  that  he  has  been  found, 
but  I’m  still  just  as  devastated.’’ 

Natt  had  been  reported  missing  a  day 
after  he  took  off  alone  in  the  two-seat  heli¬ 
copter  from  Oysterville,  Wash.,  after  attend¬ 
ing  a  memorial  service,  according  to  Civil 
Air  Patrol  search  officials.  They  said  he 


planned  to  fly  60  miles  back  to  Longview- 
Kelso  Airport. 

Nan’s  family  reported  him  missing  the 
following  evening,  officials  said,  prompting 
search  teams  to  begin  combing  the  woods 
for  him. 

Rescue  crews,  who  had  remained  opti¬ 
mistic  during  a  weeklong  search,  eventually 
ended  the  effort  Aug.  16  after  searchers 
determined  that  Natt  likely  could  not  have 
survived  more  than  a  week  in  the  woods. 

Officials  of  the  Federal  Aviation  Admini¬ 
stration  and  the  National  Transportation 
Safety  Board  began  investigating  the  crash 
within  hours  of  the  wreckage  discovery.  A 
cause  has  not  been  determined,  but  specula¬ 
tion  has  already  surfaced  that  Natt’s  heli¬ 
copter  was  likely  caught  in  a  windy  rain¬ 
storm  that  forced  it  down. 

Natt  had  served  as  publisher  of  The 
Daily  News  from  1977  to  earlier  this  year, 
stepping  down  when  the  family-owned 
paper  was  sold  to  Indiana-based  Howard 


Suburban  Newspapers  of  America 
1999  Editorial  Contest _ 

SNA's  anntfal  Editorial  Contest  re<ognixes  the  overall  editorial 
excellence  of  Nc^rth  America's  suburban  newspapers. 

Eligibility  Requirementf: 

•  All  suburban  newspapers  -  SNA  members  and  non-members  -  are  eligible  to  enter. 

•  SNA  Member  Entry  Fee:  $25  per  entry. 

•  Non-member  Entry  Fee:  $50  per  entry. 

•  The  entry  submission  deadline  is  October  15,  1999. 

•  Entries  must  have  been  published  in  the  newspapers  between  October  5,  1 998  -  October  1 5,  1 999 

•  Each  newspaper  will  compete  for  these  prestigious  awards  within  one  of  four  circulation  classes: 

Up  to  10,000;  10,000-20,000;  20,000-30,000;  Over  30,000. 


■ubuHMA  Awfic* 


Categories; 


Suburban  Journalist  of  the  Year 

Best  Special  Section 

Best  Editorial  Writing 

Best  Editorial  Page  Cartoon 

Best  Graphic  Artwork  (supporting  editorial) 

Best  Sports  Writing 

Best  Sports  Section 

Best  Feature  Photo  Story  or  Series 

Best  In-depth  Reporting 

Best  local  Election  Coverage 

Best  Front  Page 

Best  Coverage  of  Aging  Issues 


Community  Service  Award 
Best  Entertainment/Lifestyle  Section 
Best  Column  Writing 
Best  Editorial  Page 

Best  Coverage  of  Local  Business  &  Economic  News 

Best  Sports  Photojournalism 

Best  News  Photo 

Best  Breaking  News  Story 

Best  Feature 

Best  Environmental  Coverage 
Best  Young  People  Coverage 
Best  Coverage  of  Local  Education  Issues 


To  receive  on  entry  brochure,  call  SNA  at  372-644-6410  (x473)),  send  an  e-moif  to  sna@sbo.com, 
or  download  materials  from  SNA's  Web  site  fwww.suburbarwtews.org/confests.htmlj. 


1 2  EDITOR  &  PUBLISHER  SEPTEMBER  25. 1999 


Publications  several  months  ago. 

Natt’s  decision  to  leave  was  based,  in 
part,  on  a  dispute  over  whether  to  continue 
his  long-running  front-page  daily  column. 
He  said  the  new  ownership  did  not  want  a 
front-page  column  by  the  publisher  and 
offered  to  allow  him  to  continue  if  it  ran 
inside.  He  declined. 

Under  new  ownership,  the  newspaper  has 
seen  a  number  of  major  changes,  including  a 
switch  from  afternoon  to  morning  publica¬ 
tion  Sept.  7,  a  new  Sunday  edition  Sept.  12. 
and  major  newsroom  renovations. 

Daily  News  Publisher  Peter  York  said 
newspaper  staff  members,  who  had  been 
closely  watching  the  efforts  to  find  Natt. 
were  both  relieved  to  find  out  what  had  hap¬ 
pened  to  him  and  devastated  to  learn  that  he 
had  perished. 

“There  is  a  sense  of  closure  a  little  bit.” 
York  said.  “People  surmised  that  this  is  what 
had  happened,  but  now  we  have  evidence 
of  it.” 

Natt  had  more  than  20  years  of  flying 
experience  with  fixed-wing  aircraft,  but  had 
obtained  a  helicopter  license  only  four 
months  ago,  newspaper  officials  .said. 

York  said  a  funeral  had  been  scheduled 
for  Sept.  24,  and  added  that  some  kind  of 
permanent  memorial  for  Natt  at  the  newspa¬ 
per  was  being  discussed.  ■ 

News  writer  sues 
U.M.  for  negligence 
in  dorm  room  death 

Detroit  News  columnist  George  Cantor 
is  suing  the  University  of  Michigan  for 
negligence  in  the  death  of  his  daughter 
Courtney,  who  died  last  October  after 
falling  out  the  window  of  her  sixth-floor 
dormitory  room. 

The  suit  was  filed  Aug.  9  in  Ingham 
County,  Mich.,  and  first  reported  Sept.  21 
by  the  Detroit  Free  Press  and  The  Detroit 
News.  The  suit  alleges  the  windows  and  loft 
beds  at  Mary  Markley  Hall  are  unsafe. 

Authorities  said  Courtney  Cantor,  18, 
had  alcohol  and  traces  of  a  so-called  “date 
rape”  drug  in  her  system  but  was  not  drunk 
at  the  time  of  the  fall,  according  to  pub¬ 
lished  reports. 

The  university  has  issued  a  statement  say¬ 
ing,  “The  university  is  sympathetic  to  the 
grief  of  the  Cantor  family  and  friends  but  we 
strongly  believe  that  the  residence  hall 
rooms  and  windows  at  Markley  Hall  ...  are 
safe  and  did  not  contribute  to  the  cause  of 
Ms.  Cantor’s  death.”  —  Mark  Fitzgerald 

www.mediainfo.com 
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Photographed  by  Adam  Bicoff  &  Sara  Benemeth  Students  at  Verona  High  School.  Verona.  ^iJ 


Want  to  encourage  teens  to  read  your  newspaper?  Carry  react  magazine. 
It's  respected  by  teens  because  it  relates  to  them  in  honest,  relevant  and 
stimulating  ways.  And  it's  respected  by  both  NIE  Coordinators  and  teachers 
because  it  promotes  newspaper  reading,  discussions  and  positive  community 
action,  react  motivates  teachers  to  participate  in  NIE  programs,  helping  to  create 
the  next  generation  of  newspaper  readers.  And  the  eight  EdPress  Awards  react 
has  won  is  further  testament  to  its  value  as' an  educational  product.  For  millions  of 
teens,  react  is  the  magazine  that  gets  it.  Carry  react,  and  they'll  think  you  do,  too. 


! 


rc  network.  As  close  as  you  can  be  to  a  teenager. 

Weekly  magazine  *  www.react.com  or  AOL  keyword:  react  •  Home  delivery  programs 
NIE  •  react  plus  •  Young  Columbus  •  Teacher's  guides  •  Promotion  support  •  teachers.react.com 
Contact  Liz  Manigan  at  212-450-7058  or  liz  manigan@parade.com 


1999  Parade  Publications  react  is  a  trademark  of  Advance  Magazine  Publishers  Inc. 
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Who’s  afraid  of  Y2K? 
Not  the  Republic 


As  if  Y2K  fallout  wasn’t  enough  to  wake 
up  to,  New  Year’s  Eve  revelers  in  Phoenix 
will  rise  to  find  The  Arizona  Republic  trans¬ 
formed  into  somebody  else’s  newspaper. 

Except  that  it  won’t  be.  Bloodshot  eyes 
aside,  what  Republic  readers  (482,159 
daily,  614,422  Sunday)  will  be  looking  at  is 
a  major  redesign  of  the  paper,  one  that 
already  is  being  sketched  out  in  the  draw¬ 
ing  room. 

Leading  to  a  question:  while  newspapers 
across  the  country  are  cancelling  vacations, 
tripling  staff  on  New  Year’s  Eve,  and  con¬ 
ducting  tests  on  computer  equipment  in 
preparation  for  Y2K  chaos,  why  is  the 
Republic  planning  the  usual  nightmare  that 
comes  with  introducing  a  major  redesign  on 
such  a  day  of  days? 

“The  reader  needs  to  wake  up  and  know 


that  things  are  different  [on  New  Year’s 
Day],”  Managing  Editor  Julia  Wallace,  who 
joined  the  newspaper  in  December  from  the 
Statesman  Journal  in  Salem,  Ore.,  told 
Editor  &  Publisher.  “We  are  ready  to  make 
some  changes  and  want  to  go  for  it.” 

Wallace,  who  didn’t  want  to  release  too 
many  details  about  the  facelift  project,  said 
several  prototypes  are  still  being  reviewed, 
but  the  initial  hope  is  to  add  more  investiga¬ 
tive  coverage,  local  community  information, 
and  “how-to”  articles.  She  says  the  newspa¬ 
per  is  expected  to  choose  a  final  new  design 
by  Nov.  1 . 

Meanwhile,  editor  Jeremy  Vost  of  the 
alternative  Phoenix  New  Times  —  and  a 
known  Republic  basher  —  said  such  a  move 
is  not  a  surprise  to  him.  “They  are  their  own 
worst  enemy,”  he  said.  —  Joe  Strupp 
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Dilbert  gets 
some  credit 

Visa,  which  claims  to  be 
“everywhere  you  want  to  be,”  is 
now  in  a  cubicle  surrounded  by 
mindless  bureaucrats,  overbearing 
bosses,  and  corporate  red  tape. 

Yes,  the  world’s  largest  cred¬ 
it-card  company  has  partnered 
with  comic  strip  hero  “Dil- 
bert.”  that  helpless  vic- 
f  tim  of  mismanage- 

ment  with  the 
/  not-quite-power  tie,  to 
give  shoppers 

/  /A  put  it  on  the 

I— /  W  plastic. 

jLy /  Under  a 

}  I  combined  effort 

between  NextCard 
I  and  United  Media,  the  new 
f  Dilbert  NextCard  Visa  recently 
launched  to  give  Dilbert  fans  a 
new  way  to  express  their  wor¬ 


ship  of  the  corporate  anti-hero. 

The  new  card  comes  with  the 
image  of  one  of  several  Dilbert 
characters,  along  with  a  title 
from  the  cartoon  strip  such  as 
“Supreme  Ruler”  or  “Evil  HR 
Director.” 

In  addition,  the  card  is  mar¬ 
keted  for  easy  online  use,  with 
options  for  Web  shopping, 
online  statement  services,  and 
Internet  payments.  “This  may 
be  the  only  time  you  ever  get 
credit  at  work,”  says  cartoonist 
Scott  Adams. 

Press  respects 
cops  and  artists 

What  do  cops  and  artists 
have  in  common?  According  to 
a  new  poll,  they  get  the  utmost 
respect  from  journalists. 

A  new  survey  by  PR  Week,  a 
leading  public-relations  trade 
magazine,  indicates  press  folks 


QUOTE  OF  THE  WEEK 

“IF  THAT’S  THE 
BEST  WE  CAN  DO, 
THEN  WE’RE  ALL 
GOING  TO  BE  OUT 
HUNTING  RATS 
FOR  DINNER  IN  15 
YEARS.” 

Bill  Gaspard, 
San  Diego  Union-Tribune 
on  routine  design 


rank  those  in  law  enforcement 
and  the  artistic  community  as 
being  in  the  most-respected 
professions,  while  listing  politi¬ 
cians  and  celebrities  at  the  bot¬ 
tom  of  the  scale.  The  survey, 
based  on  the  polling  of  977 
journalists  from  newspapers, 
TV,  online  sites,  and  trade  pub¬ 
lications,  was  published  in  the 
magazine  Sept.  20. 

The  poll  found  that  law- 
enforcement  officials  were 
well-respected  by  62.1%  of 
respondents,  while  artists  and 
musicians  placed  second,  with 
61.1%,  and  fellow  journalists 
came  in  third,  with  60.7%. 
Politicians  were  listed  last,  with 
31.2%,  beating  out  celebrities, 
37.7%  and  salespeople,  41.8%, 
for  the  bottom  spot. 

The  poll  also  revealed  that 
59%  of  journalists  would  consid¬ 
er  a  job  in  public  relations,  while 
33%  have  already  worked  in  pr. 


100  years 
in  100  days 

The  Chicago  Sun-Times  is 
counting  down  the  final  100 
days  to  the  faux  start  of  the  new 
millennium  by  having  a  differ¬ 
ent  writer  each  day  recount  a 
year  in  Chicago  history. 

It  will  be  a  celebrity-studded 
roster,  series  editor  Adrienne 
Drell  said  in  a  preview.  Among 
those  who  are  taking  on  a  year 
apiece:  Studs  Turkel,  Jesse  Jack- 
son,  Hugh  Hefner,  Mike  Ditka, 
former  Mayor  Jane  Byrne, 
Chicago  Bulls  and  White  Sox 
owner  Jerry  Reinsdorf,  and 
mystery  writers  Sara  Paretsky 
and  Scott  Turow. 

Kicking  off  the  series  Sept. 
22  was  Sun-Times  columnist 
Irv  Kupcinet,  who  has  lived  in 
all  but  12  of  the  20th  century’s 
years.  ■ 
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Forecasts  of  2  a.m.  9/14/99 


AccuWeather 
clients 
got  it  right! 


From  tropical  fury  to  winter's 
worst  -  there  is  not  a  more  accurate 
forecast  source  than  AccuWeather. 


"AccuWeather  correctly  forecast  Floyd  to  stay  1 00  miles  east  of  Florida, 
while  others  had  if  nearly  make  landfall.  When  it  comes  to  hurricanes 
and  severe  weather,  no  one  is  more  accurate  than  AccuWeather." 

“  Jim  Poling,  Director  of  Operations 
Florida  Radio  Network 


"Over  the  20  years  I've  dealt  with  AccuWeather,  their  accuracy  on  hurri¬ 
canes  and  severe  weather  has  been  outstandinq,  far  better  than  any 
source  in  the  country.  Others  forecast  Floyd  to  be  a  severe  threat  for  our 
area,  but,  with  AccuWeather  guidance,  our  forecast  was  for  minimal 
impact  here,  and  it  was  right  on  the  button." 

--  Bob  Smith,  Chief  Meteorologist 
WRDW-TV  Augusta,  GA 


"AccuWeather's  forecasts  for  Floyd  were  flawless  so  we  were  able  to 
break  the  story  way  before  the  competition.  Time  and  time  again, 
AccuWeather  has  given  us  timely  and  accurate  forecasts. " 

"  Deborah  Tibbetts,  News  Director 
WCIV-TV  Charleston,  SC 


Shouldn't  you  profit  from  the  AccuWeather  advantage? 
Call  800-566-6606. 


ACCU 


The  World’s  Weather  Authority^" 


385  Science  Park  Road,  State  College,  PA  16803 
Call  800-566-6606  •  Fax  814-235-8609  •  E-mail  sales@accuwx.com 
www.accuweather.com 
9  ©  1999  AccuWeather,  Inc. 
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Albuquerque 
antitrust  action 

An  Albuquerque-area 
weekly,  threatened  with 
extinction,  is  accusing  the 
Albuquerque  Journal  and 
The  Albuquerque  Tribune  of 
predatory  practices.  In  a  law¬ 
suit  filed  in  U.S.  District 
Court,  New  Mexico,  the  East 
Mountain  Telegraph  claims 
that  the  two  dailies,  which 
have  a  joint  operating  agree¬ 
ment.  are  using  their  favored 
status  to  launch  a  new  area 
weekly,  the  Mountain  View 
Journal,  at  ad  rates  below 
cost  to  put  its  competing 
weeklies  out  of  business. 

“We  realize  that  the 
Albuquerque  Journal  and 
their  partners  in  the 
Albuquerque  market  are  a 
l,5(K)-pound  gorilla.”  said 
Marshall  Martin,  attorney  for 
Wick  Comcor  Corp.,  which 
owns  the  Telegraph. 

Journal  publisher  T.H. 
Lang  denied  that  the  news¬ 
papers  are  engaging  in 
predatory  practices. 

5eo///io/ contempt 
charge  dismissed 

A  contempt-of-court 
charge  against  the  Santa 
Cruz  County  (Calif.)  Sentinel 

—  issued  after  the  newspa¬ 
per  published  details  from  a 
classified  juvenile  court  case 

—  was  dismissed  several 
weeks  ago  by  the  same  judge 
who  issued  the  order. 

Santa  Cruz  Superior  Court 
Judge  Kathleen  Akao,  who 
issued  the  charge  July  9 
against  the  newspaper  and 
reporter  Robin  Musitelli,  dis¬ 
missed  the  complaint  Aug. 
23.  The  case  had  been  set  for 
a  hearing  Sept.  22,  which 
was  cancelled  following  the 
dismissal. 

“It  avoided  the  cost  of  a 
proceeding  which  would 
have  resulted  in  a  dismissal 
anyway,”  said  John 


Gallagher,  the  newspaper’s 
attorney.  “Ultimately,  the 
Sentinel  would  have  been 
exonerated.” 

Free  wiring  for 
college  journalists 

Student  editors  and 
reporters  around  the  nation 
will  be  able  tap  more  origi¬ 
nal  information  for  free, 
courtesy  of  two  wire  ser¬ 
vices,  which  have  struck  a 
new  deal. 

Collegiate  Presswire,  an 
Internet  distributor  of  news 
information  to  hundreds  of 
university  media  organiza¬ 
tions,  will  begin  distributing 
news  releases  to  campus 
newsrooms  from  U.S. 
Newswire,  a  leading  wire 
service  that  focuses  on  pub¬ 
lic-policy  concerns. 

Brian  Taylor,  U.S. 
Newswire  director  of  mar¬ 
keting,  said  the  agreement 
will  allow  the  company's 
clients  to  easily  reach  mil¬ 
lions  of  students  who  are 
reading  campus  papers 
every  day. 

Y2C(are)  in 
Atlanta 

To  the  traditional  five  Ws 
—  who,  what,  when,  where, 
and  why  —  The  Atlanta 
Journal-Constitution  is 
occasionally  adding  a  sixth; 
Why  bother? 

In  the  Sept.  19  install¬ 
ment  of  a  series  on  the  ille¬ 
gal  market  in  looted  antiqui¬ 
ties,  the  paper  set  aside  a 
small  box  for  writer  Mike 
Toner  entitled,  “Why  I 
Wrote  This  Series.” 

“It’s  not  a  brand-new 
thing  for  us,”  said  Journal- 
Constitution  science/medical 
editor  Nick  Tate. 

So  why  did  Toner  write 
it?  The  auhor,  who  has  won 
the  Pulitzer  Prize  for  science 
writing,  explained  that  he 
feels  the  same  love  for  old 


things  as  collectors  of  antiq¬ 
uities.  “But  I  think  many 
people  ...  don’t  fully  appre¬ 
ciate  ...  their  desire  to  pos¬ 
sess  sometimes  encourages 
looting  and  illegal  trade,  and 
when  it  does  it,  diminishes 
opportunities  to  understand 
a  past  we  all  should  share,” 
he  wrote. 

ET,  Monitor  swap 
keys  to  readers 

The  Christian  Science 
Monitor  and  the  Financial 
Times  announced  an  alliance 
that  will  allow  each  paper  to 
capitalize  on  the  other’s  dis¬ 
tribution  inroads  throughout 
the  United  States  and 
Canada. 

The  Monitor  is  delivered 
almost  exclusively  through 
the  U.S.  Postal  Service, 
while  the  Financial  Times 
(The  Americas)  —  a  dis¬ 
tinct  North  American  edi¬ 
tion  of  the  London-based 
paper  —  has  built  a  suc¬ 
cessful  North  American  dis¬ 
tribution  system  assuring 
morning  delivery. 

The  1 8-month  agreement, 
which  was  announced  Sept. 
14,  but  has  been  in  the  works 
since  July,  will  give  each 
paper  access  to  new  cus¬ 
tomers  through  the  other 
paper’s  distribution  system 
for  solicitations  of  subscrip¬ 
tions  and  delivery. 

Executives  at  the 
Financial  Times  (The 
Americas)  said  by  accessing 
readers  through  the  Mon¬ 
itor's  mail  delivery,  they 
hope  to  boost  the  paper’s  cir¬ 
culation  from  80,000  to 
100,000  by  2000. 

USA  Toda/s 
Lewis  moving  up 

Janet  Lewis,  formerly  an 
advertising  account  execu¬ 
tive  for  travel,  has  been  pro¬ 
moted  to  director  of  advertis¬ 
ing,  travel  sales,  for  USA 


Today.  Based  at  USA  Today 
headquarters  in  Arlington. 
Va.,  Lewis  will  be  responsi¬ 
ble  for  travel-advertising 
sales  in  the  eastern  and  mid- 
Atlantic  regions  for  the 
newspaper’s  domestic,  inter¬ 
national,  and  online  editions. 

Parade  keen  on 
Tom  Keane 

Tom  Keane,  an  advertis¬ 
ing  sales  representative  for 
Parade  Publications,  has 
been  promoted  to  New  York 
sales  manager,  according  to 
Jack  GrifTen,  senior  vice 
president  of  sales  and  mar¬ 
keting. 

Keane,  who  joined  Parade 
in  1996,  previously  spent  10 
years  at  the  American 
Tobacco  Co.,  where  his  titles 
included  .senior  product 
manager,  business  unit  direc¬ 
tor,  and  vice  president. 

SFSU  shuffles 
student  paper 

In  an  effort  to  give  stu¬ 
dents  a  more  up-to-date 
approach  to  journalism,  San 
Francisco  State  University  is 
folding  its  semiweekly  stu¬ 
dent  newspaper  and  replac¬ 
ing  it  with  a  new  online  ver¬ 
sion.  university  officials  said 
last  week. 

The  Golden  Gater,  which 
dates  back  to  1931,  will 
cease  publication  as  a  twice- 
weekly  student  newspaper  as 
of  September  2000,  but  will 
become  part  of  the  campus 
magazine.  Golden  Gate 
Xpress,  publishing  on  a 
weekly  basis. 

In  the  Golden  Gater's 
place,  the  journalism  depart¬ 
ment  will  launch  an  online 
publication  with  breaking- 
news  updates  three  or  four 
times  a  week. 

—  Reported  and  written 
by  Mark  Fitzgerald, 
Jim  Moscou,  Lucia  Moses, 
and  Joe  Strupp 
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With  so  m;iny  outstanding  figures  associated  with  the 
newspaper  industry',  we  knew  our  list  of  the  25  who  had 
the  most  influence  during  the  20lh  Century  would  he 
ini[)ressive.  We  also  knew  this  list  deserved  distinguished 
industry  figures  to  write  al)out  them. 

And  we  do.  indeed,  have  an  impressive  list  of  writers. 


Each  will  write  af)out  one  of  our  honorees  ...  some  will 
share  personal  views  and  anecdotes,  others  will  focus 
on  their  effects  on  the  industry.  But  all  will  be  very 
personal  perspectives  written  in  their  own  style. 

Here  is  the  list  of  writers.  But  you'll  have  to  wait  until 
Octolrer  30  to  find  out  who  we're  honoring. 


TUB 


Tony  Auth 
Mark  Fitzgerald 
William  Garrett 
Michael  Gartner 
Georgie  Ann  Geyer 
David  Halberstam 
Lynn  Johnston 

Alex  S.  Jones  and  Susan  E.  Tifft 
Peter  R.  Kann 
Bill  Kovach 
John  McMullan 
^Greg  Mitchell 


OCTOBER  30,  1999 


Only  in 

lE&P 

EOITORdfPUBLISHER 

Where  You'll  Find  the  Powers  of  the  Press.^'^' 
Details  at;  www.mediainfo.com 
TO  ADVERTISE: 


David  Nichols 
Joe  Nicholson 
Geneva  Overholser 
Richard  Reeves 
John  Siegenthaler 
Liz  Smith 

Richard  Norton  Smith 
James  Squires 
William  Thomas 
Dan  Thomasson 
Tom  Wicker 
Garry  Wills 


Howard  Ffood.  Eastern  U.S.'Canada  -  Tel;  (212)  675-4380  ext.  160  •  Fax:{212)  691-6939  •  hQwardf@mediainfo.com 
Greg  Lawner.  Midwest  U.S.  -  Tel:  (212)675-4380  ext.  158  •  Fax:  (212)  691-6939  •  gregt@mediainfo.com 
Betsy  Maloney.  MidAtlantic  -  Tel;  (301)  656-5712  •  Fax:  (301)  656-5713  •  betsym@mediainfo.com 
Jill  Martin.  Western  U.S. /Canada  -  Tel:  (831)  625-6902  •  Fax:  (831)  625-6911  •  jillm@mediainfo.com 
Rick  Ferriera.  New  England  -  Tel;  (508)  821-4670  •  Fax:  (308)  822-5039  •  rickf@mediainfo.com 
Classified  Department  -  Tel:  (212)  675-4380  •  Eax:  (212)  929-1259 


To  get  your  copy  of  this  special,  call  (212)  675-4380.  ext.  251 :  or  go  to  www.mediainfo.com  and  click  on  the  special  icon. 
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Fourthestate 


By  Lucia  Moses 


Blue  Hawaii 

for  the  Star-Bulletin 


Rupert  Phillips,  right  in  bottom  photo, 
whose  investment  company  is  folding 
the  Honolulu  Star-Bulletin,  talks  with 
its  editor/publisher,  John  Flanagan. 


Wdrop  the  bombshell  that  he’s  Phillips  came  to  Honolulu  in 

folding  the  117-year-old  1993,  when  Liberty  Newspapers  ■|||||| 
Honolulu  Star-Bulletin,  it  Ltd.,  where  he  is  general  partner, 
was  one  of  the  few  times  staffers  had  laid  bought  the  Star-Bulletin  from  Gannett, 
eyes  on  him.  Some  preferred  it  that  way,  Gannett  sold  it  to  comply  with  antitrust  law 
saying  the  hands-off  ownership  let  the  after  it  purchased  the  morning  Honolulu 
paper  be  truly  local.  Yet  they  were  little  pre-  Advertiser,  the  Star- Bulletin's  JOA  partner, 
pared  to  hear  he  was  shutting  the  paper  after  The  Star-Bulletin  was  already  trailing  in 
Oct.  30,  12  years  before  its  joint  operating  the  afternoon  slot  when  Phillips  bought  it 
agreement  (JOA)  was  due  to  expire.  for  a  reported  $  1 5  million.  Circulation  was 

Phillips,  an  elusive  Florida-based  88,000,  down  from  its  high  of  130,500  in 
newspaper  broker  and  consultant,  got  into  1974,  to  the  Advertiser's  105,000.  Today, 
the  acquisition  business  about  25  years  the  Star- Bulletin's  circulation  stands  at 
ago,  buying  small  dailies  and  weeklies  in  66,700,  while  the  Advertiser's  has  inched 
the  South  and  Midwest  via  a  variety  of  to  106,900. 

investment  groups,  with  a  mixed  record  An  amended  joa  gave  Gannett  control  of 
of  success.  the  operations  of  both  papers.  It  canceled 

In  1991,  he  and  other  investors  took  the  the  former  60%  to  40%  profit  split  in  favor 
money-losing  Journal  Newspapers  in  sub-  of  a  20-year  payout  schedule  for  the  Star- 
urban  Washington,  off  the  hands  of  news-  Bulletin. 

paper  giant  Gannett  Co.  Inc.,  slashed  about  Phillips  cited  declining  circulation  and 
half  the  staff,  and  boasted  that  the  papers  revenues  as  well  as  investors’  desire  to  col- 
tumed  a  profit  following  years  of  losses.  lect  a  higher  return  as  reasons  for  closing 
That  same  year,  his  Spanish-language  the  paper.  Under  an  undisclosed  agreement 
New  York  paper,  El  Diario/La  Prensa,  suf-  with  Gannett,  Liberty  gets  back  the  initial 
fered  a  cash  shortage,  forcing  employees  to  investment  in  the  paper.  Phillips’  where- 
wait  for  their  paychecks.  abouts  were  unknown,  and  he  couldn’t  be 

In  1992,  a  civil-court  settlement  gave  reached  for  comment, 
control  of  one  of  Phillips’  holding  compa-  The  Star- Bulletin's  demise  reflects  a 
nies  —  Hometown  Communications  Inc.  —  nationwide  decline  in  afternoon  readership, 
to  investors,  ending  Hometown’s  bankrupt-  and  Hawaii’s  stagnant  economy  didn’t  help, 
cy  filing  and  the  investors’  $5-million  But  critics  say  the  1993  joa,  by  giving 
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town.  When  Phillips  bought  the  paper  in 
1993,  Hawaii  was  coming  off  years  of 
record  growth,  but  then  took  a  dive.  “When 
you’re  a  general  partner  or  CEO,  you  have  a 
fiduciary  responsibility  to  your  sharehold¬ 
ers,”  Fisch  said. 

He  said  ending  the  Honolulu  joa  didn’t 
need  regulatory  approval  because  the  JOA 
was  approved  before  the  Newspaper  Pres¬ 
ervation  Act  was  passed  in  1970. 

Phillips’  relationship  with  Gannett 
stretches  back  several  years.  Gannett  has 
sold  Phillips  various  papers  and  used 
Phillips  as  a  broker.  In  Honolulu,  he  was 
both  broker  and  buyer. 

Victor  Jose,  former  publisher  of  the  free- 
circulation  Graphic  in  Richmond.  Ind.,  said 
that  when  he  retired  in  1990,  he  sold  to 
Phillips  rather  than  be  bought  out  by  the 
local  Gannett-owned  daily,  the  Palladium- 
Item.  because  he  wanted  his  paper  to  stay  as 
independent  as  possible.  Two  years  later,  he 


said,  the  paper  was  teetering  on  the  brink  of 
bankruptcy  and  ended  up  being  swallowed 
by  the  local  daily  anyway. 

“I  would  say  Phillips  has  a  long  history  of 
collaborating  with  the  Gannett  Co.,  and  it  is 
typical  of  other  situations  around  the  coun¬ 
try  in  which  JOAs  are  being  phased  out,” 
Jose  said,  referring  to  the  Honolulu  affair.  “1 
have  no  evidence  it  was  unethical.  I  think  it 
was  certainly  shrewd.” 

With  the  Star-Bulletin’s  closure,  97 
staffers  and  50  Hawaii  Newspaper  Agency 
circulation  employees  will  lose  their  jobs. 
The  Advertiser  plans  to  hire  20  to  25  editor¬ 
ial  Star-Bulletin  staffers. 

While  the  Star-Bulletin  recovered  from 
the  shock  of  the  closing  news,  the  Advertiser 
moved  quickly,  announcing  plans  to  beef  up 
its  local,  business,  and  investigative  report¬ 
ing  and  fatten  the  news  hole  by  30%  to  35%. 
The  Advertiser  also  expects  to  launch  online 
content  within  two  weeks,  editor  Jim  Gatti 


said.  Fisch  said  he  expects  the  Advertiser  to 
get  most  of  the  Star-Bulletin’s  circulation, 
minus  10,000  that’s  duplicated. 

Without  the  Star-Bulletin  to  print,  the 
Advertiser  will  have  more  color  and  pre¬ 
dictability,  letting  it  better  accommodate 
advertisers.  Fisch  said  the  paper  doesn’t 
expect  to  lower  or  raise  ad  rates. 

Advertiser  executives  assure  the  public 
that  the  paper  will  seek  to  fill  the  Star- 
Bulletin’s  void.  But  not  everyone  is  happy 
about  the  prospect  of  an  Advertiser-domi¬ 
nated  newspaper  field. 

Lamenting  the  loss  of  an  editorial  voice 
that  distinguished  itself  in  recent  years  with 
investigative  reporting,  the  University  of 
Hawaii’s  Brislin.  whose  wife  and  daughter 
work  for  the  Advertiser,  voices  another  con¬ 
cern:  fewer  Jobs  for  print  journalism  stu¬ 
dents.  “It’s  going  to  create  a  drought  for  our 
new  graduates,”  he  said.  “For  the  next  cou¬ 
ple  years,  it’ll  be  pretty  dry.”  ■ 


Stockwatch 


E&P’s  Stockwatch  is  updated  daily  at  http://www.mediainfo.com/stocks. 


INDEX 

VALUE 

NET 

CHANGE 

PERCENT 

CHANGE 

INDEX 

VALUE 

NET  PERCENT 
CHANGE  CHANGE 

E&P  Newspaper  Stock  Index 

1101.72 

-4.66 

-0.42% 

E&P  Magazine  Stock  Index 

966.74 

28.77 

2.98% 

E&P  TV/Cable  Stock  Index 

1089.70 

16.53 

1.54% 

NASDAQ 

2858.16 

43.99 

1.56% 

E&P  Internet  Stock  Index 

1355.74 

50.54 

3.73% 

E&P  Radio  Stock  Index 

1162.68 

-10.98 

-0.94% 

Dow  Jones  Industrial  Average  10524.07 

-277.35 

-2.57% 

S&P  500 

1310.51 

-7.46 

-0.57% 

Weekly  stock  prices  of  public  companies  with  significant  newspaper  interests  as  of  Wednesday,  Sept.  22. 

COMPANY  NAME 

SYMBOL 

CLOSE 

9/22/99  9/15/99 

NET’' 
CHANGE  B 

PERCENT 

CHANGE 

YTD  NET 
CHANGE 

YTD%  52-WEEK 

CHANGE  HIGH  LOW 

'WEEKLY 

VOLUME 

Belo 

BLC 

20.25 

20.50 

-0.25 

-1.22% 

0.31 

1.57% 

24.50 

13.93 

414,500 

Central  Newspapers 

ECP 

45.06 

43.25 

1.81 

4.19% 

9.34 

26.16% 

44.12 

27.37 

159,500 

Dow  Jones  &  Co 

DJ 

53.50 

53.44 

0.06 

0.12% 

5.38 

11.17% 

56.37 

41.56 

159,500 

E.W.  Scripps 

SSP 

46.94 

49.19 

-2.25 

-4.57% 

-2.81 

-5.65% 

53.00 

38.50 

58,000 

Gannett  Co 

GCI 

69.94 

70.63 

-0.69 

-0.97% 

5.44 

8.43% 

77.00 

47.62 

1,106,500 

Harte-Hanks  Inc 

HHS 

23.63 

23.63 

0.00 

0.00% 

-4.88 

-17.11% 

29.25 

17.37 

186,500 

Hollinger  Inti  Inc 

HLR 

11.69 

11.88 

-0.19 

-1.58% 

-2.25 

-16.14% 

16.81 

9.81 

472,500 

Journal  Register 

JRC 

14.38 

15.25 

-0.88 

-5.74% 

-0.63 

-4.17% 

23.00 

11.37 

37,000 

Knight  Ridder 

KRI 

54.31 

53.94 

0.38 

0.70% 

3.19 

6.23% 

56.93 

40.50 

919,000 

Lee  Enterprises 

LEE 

28.31 

28.81 

-0.50 

-1.74% 

-3.19 

-10.12% 

31.50 

21.81 

89,500 

McClatchy  Co 

MNI 

34.88 

36.06 

-1.19 

-3.29% 

-0.50 

-1.41% 

38.75 

24.93 

83,000 

Media  General 

MEG.A 

52.08 

49.75 

2.31 

4.65% 

-0.94 

-1.77% 

59.50 

33.87 

52,500 

New  York  Times 

NYT 

39.50 

40.75 

-1.25 

-3.07% 

4.81 

13.87% 

41.62 

20.50 

645,000 

Pulitzer  Inc 

PTZ 

44.44  a 

45.13 

-0.69 

-1.52% 

1.94 

4.56% 

48.56 

39.87 

52,500 

Thomson  Corp  (a) 

TOC 

41.50 

43.40 

-1.90 

-4.38% 

9.88 

31.23% 

NA 

NA 

1,622,180 

Times  Mirror 

TMC 

65.50 

65.56 

-0.06 

-0.10% 

9.50 

16.96% 

66.81 

48.93 

137,000 

Tribune  Co 

TRB 

48.50 

47.75 

0.75 

1.57% 

15.50 

46.97% 

49.93 

22.37 

2,459,500 

[  Washington  Post 

WPO 

537.81 

537.50 

0.31 

0.06% 

-40.13 

-6.94% 

594.50 

481.31 

15,500 

*  Number  of  shares  traded  (a)  Canadian  dollars 

Source;  Nordby  International  Inc 

(nordby.com).  Boulder,  Colo. 
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viewpoint 

A  new  era  at  E&P: 

Our  commitment  to  you 

Change,  as  Martha  Stewart  would  say,  is  a  good  thing.  But  change  for  its 
own  sake,  as  the  old  saw  says,  is  not.  Two  weeks  ago,  BPI  Communications, 
parent  of  Adweek  Magazines,  acquired  Editor  &  Publisher  from  Robert  U. 
Brown’s  family,  which  owned  the  magazine  throughout  most  of  this  century. 
The  magazine  is  steeped  in  tradition;  it  is  truly  a  venerable  institution  that  has 
served  the  newspaper  industry  for  115  years.  As  we  integrate  E&P  into  the 
Adweek  Magazines  culture,  we  will  remain  ever  mindful  of  that  tradition  and 
the  independence  and  objectivity  that  it  has  fostered. 

But  there  will  be  change.  As  you’ll  see  in  this  issue,  we’ve  begun  to  open  the 
magazine  up  for  a  greater  presentation  of  art  and  design,  which,  not  coinci- 
dently,  is  the  theme  of  our  special  report  this  week.  Working  within  the  gener¬ 
al  structure  of  the  design  introduced  by  E&P  last  fall,  this  freshening-up,  under 
the  eye  of  design  director  Trish  Gogarty,  will  continue  during  the  coming  weeks 
as  we  put  the  considerable  resources  of  Adweek  Magazines  at  the  disposal  of 
the  E&P  editorial  department. 

Along  with  the  design  changes,  we  have  reorganized  the  flow  of  the  book  to 
make  use  of  late-closing  pages  for  news.  The  “Hot  Type”  page,  along  with  the 
E&P  calendar,  have  been  moved  back  behind  the  news  pages.  The  table  of  con¬ 
tents  has  been  discontinued,  a  move  that  will  probably  not  endear  us  to  librari¬ 
ans  but  that  frees  up  a  late  page  for  news.  There  will  be  more  changes  to  come 
editorially  as  the  staff  is  enlarged  and  coverage  of  all  aspects  of  the  newspaper 
industry  is  expanded. 

On  the  business  side,  Dennis  O’Neill  has  been  promoted  to  E&P  publisher 
and  will  be  working  with  Adweek  Magazines’  Executive  Vice  President/Group 
Publisher  Mike  Parker  to  develop  new  opportunities  for  our  clients  in  E&P  and 
the  other  Adweek  Magazine  brands,  which  include  Adweek,  Brandweek, 
Mediaweek,  MC,  and  SHOOT  magazines.  We  welcome  E&P's  advertisers  into 
the  Adweek  group’s  family  of  customers. 

We  also  welcome  your  comments,  suggestions,  criticisms, 
and,  perhaps,  compliments  as  we  integrate  E&P  and  its  readers 
into  the  Adweek  fold.  The  mantra  at  E&P  will  henceforth  be.  in 
a  phrase  coined  by  Editor  in  Chief  Sid  Holt  when  he  was  man¬ 
aging  editor  of  Rolling  Stone,  “More.  Better.  Faster.”  And  we 
pledge  to  maintain  the  tradition  of  service  to  the  newspaper 
industry  maintained  by  the  Brown  family  for  most  of  the  past 
100  years.  Now,  on  to  the  next  100. 


Adweek  Magazines 


Mark  A.  Dacey 
President 


The  Oldest  Publishers  and  Advertisers  Newspaper  in  America 

With  which  have  been  merged;  The  Journalist,  established  March  22,  1884;  Newspaperdom,  March  1892; 
The  Fourth  Estate,  March  I.  1894;  Editor  &  Publisher,  June  29,  1901;  Advertising,  June  22,  1925. 

OFFICES:  General:  1 1  W.  19th  St..  New  York.  NY  10011.  voice:  (212)  675-4380;  Editorial  fax:  (212)  691- 
7287;  Advertising  fax:  (212)  691-6939;  Circulation  fax:  (212)929-1894;  Corporate  e-mail:  edpub@medi- 
ainfo.com;  Web  Site;  http;//www.mediainfo.com.  Chicago:  6505  W.  Palatine  Ave.,  Chicago,  II  60631;  (773) 
792-3512;  fax  (773)  792-3513.  Mark  Fitzgerald.  Editor  at  Large.  Denver:  700  N.  Colorado  Blvd.,  Suite  349, 
Denver,  CO  80206;  (303)  333-9840;  fax  (303)  333-2924.  Ramona  D.  Cox,  Central  Regional  Advertising 
Manager  Carmel:  P.O.  Box  22.3513,  Carmel,  CA 9.3922-3513;  (831)  625-6902;  fax  (831)  625-691 1.  Jill  Martin, 
Western  Regional  Advertising  Manager. 
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TVData  swings  for  the  fences 

Joe  Nicholson’s  article,  “How  to  sell  TV 
book  ads  by  getting  someone  else  to  do  it” 
[E&P,  Aug.  28,  p.  42],  describing  how  my 
company,  TVData,  works  with  newspa¬ 
pers,  should  be  encouraging  to  any  pub¬ 
lisher  seeking  to  turn  a  TV  book  into  a 
profit  center.  As  the  article  details,  a  con¬ 
centrated  ad  sales  program  tailored  specif¬ 
ically  to  the  TV  magazine  will  bring  in 
new  advertisers  and  revenues. 

Let  me  suggest  one  slight  change  in 
perspective.  Our  clients  are  not  actually 
similar  to  slumping  batters  needing  help, 
but  rather  more  like  Mark  McGwire, 
Sammy  Sosa,  or  Tiger  Woods  getting  the 
best  possible  coaching  with  their  already 
awesome  swings.  Our  experience  is  that 
it’s  the  best  papers,  which  are  driven  to  get 
better  and  more  profitable,  that  participate 
in  this  program.  There  is  one  correction  to 
the  E&P  article:  Annual  contracts  have 
been  signed  by  advertisers  for  more  than 
240  TV  books,  not  the  52  you  mentioned. 

We’re  delighted  that  your  readers  had 
an  opportunity  to  see  how  TVData’s 
Advertising  Network  assists  newspapers 
in  finding  new  ways  to  grow  ad  revenues. 

Arthur  J.  Bassin 
president  and  CEO 
TVData 

Mr.  Bassin,  the  photo  that  ran  with  the 
article  showed  you  with  your  glas.ses  on. 
Apparently,  you  took  them  off  before  you  read 
the  article,  which  .says  your  ad  consultants 
“seek  to  sign  advertisers  to  one-year  con¬ 
tracts  for  ads  with  52  TV  hooks."  That’s  an 


50 

YEARS  AGO... 

NEWSPAPERDOM® 

from  Editor  &  Publisher,  Sept.  24,  1949 

More  than  700  employees  now  own 
330,000  units  of  stock,  worth  $5,583,600 
in  the  Milwaukee  Journal,  55%  of  the 
capital  stock  of  the  Journal  Co. 

Blacks  are  getting  a  much  better 
break  in  Southern  newspapers  than  they 
did  10  years  ago,  the  Southern  Regional 
Council  reported  this  week  in  a  study 
entitled  “Race  in  the  News.”  It  covered 
the  practices  of  the  white  press  in 
reporting  news  involving  blacks. 


advertisement  each  week  in  a  year’s  52  tv 
hooks.  There  is  nothing  in  the  article  suggest¬ 
ing  you  have  only  52  clients.  —  Joe  Nicholson 

Staying  out  of  the  zone 

Re:  “A  zoned  section  is  not  a  newspa¬ 
per”  (E&P,  "Shop  Talk  at  Thirty,”  Sept.  4, 
p.  62).  AMEN!!!  The  people  who  lose  the 
most  is  not  just  a  few  readers,  but  the  whole 
community.  Everywhere  you  turn,  “return¬ 
ing  to  traditional  values”  and  regaining  “a 


sense  of  community”  is  the  buzz  on  Main 
Street.  So  tell  me  what  corporate  rocket 
scientist  decided  to  eliminate  what  will 
perhaps  be  the  strongest  surviving  fran¬ 
chise  for  print  (community  newspapers)? 

There  is  a  very  good  reason  why  the 
name  of  your  town  is  in  your  flag.  Think 
about  it.  Really  enjoy  your  magazine! 

Glenn  Smith 
publisher 

Rockwell  Success/ Rowlett  Record 


Pulliam  Journalism  Fellowships 


Graduating  college  seniors  are  invited  to  apply  for  the 
27th  annual  Pulliam  Journalism  Fellowships.  We  will 
grant  10-week  summer  internships  to  20  journalism  or 
liberal  arts  majors  in  the  August  1999-June  2000 
graduating  classes. 


Previous  internship  or  part-time  experience  at  a  newspa¬ 
per  is  desired,  or  other  demonstration  of  writing  and 
reporting  ability.  Those  who  go  through  the  Fellowships 
often  find  new  professional  opportunities  opening  up  at 
other  newspapers  during  and  after  the  program.  Winners 
will  receive  a  $5,500  stipend  and  will  work  at  either 
The  Indianapolis  Star  or  The  Arizona  Republic. 
Opportunities  for  online  training  are  available,  along  with 
reporting  experience  at  our  major  metropolitan  daily 
newspapers. 

Early-admissions  application  postmark  deadline  is  Nov. 
15,  1999.  By  Dec.  15,  1999,  up  to  five  early-admissions 
winners  will  be  notified.  All  other  entries  must  be  post¬ 
marked  by  March  1,  2000,  and  will  be  considered  with 
remaining  early-admissions  applicants. 

To  request  an  application  packet,  visit  our  Web  site, 
e-mail  us  or  write:  Russell  B.  Pulliam 


Web  site:  www.stamews.com/pjf 
E-mail:  pulliam@stamews.com 


Pulliam  Fellowships  Director 
Indianapolis  Newspapers 
P.O.  Box  145 

Indianapolis,  IN  46206-0145 
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Get  Your  Information  Firsthand! 


October  6-5, 1999 

4th  Annual  America  West 

Conference  and  Trade  Show 

John  Ascuaga's  Nugget  •  Reno,  Nevada 


Registration:  $75  per  newspaper  person-,  $495  per  non-newspaper 
person  for  sessions  on  professional  motivation,  color  management, 
the  50"  web  cutdown,  print  quality,  and  roundtables  on  pre-press, 
pressroom  and  post-press  issues  •  over  90  vendor  booths  to  visit 
Thursday  and  Friday  afternoon  from  noon  until  5  p.m.  •  reception 
and  plant  tour  at  the  Reno  Gazette-Journal. 

For  further  information,  call  Diane  Donohue  at  916.449.3684  or  diane@cnpa.com 
Presented  by  the  California  Newspaper  Publishers  Association 


Visit  our  Web  Site:  www.america-west.com 
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The  Oklaho 
An  anatom 
of  a  redesign 
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colorful  papers 
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The  importance 


But  many  a  paper 
threatens  its  future  success 
by  squelching  its  design 
director’s  influence 

by  Joe  Nicholson 
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being  designed 


Newspapers  can’t  ignore  design,  and 

they  shouldn’t  shun  color.  But  even  papers 
that  focus  on  design  and  color  are  likely  to 
be  disappointed  if  they  treat  them  as  a  cos¬ 
metic  sideshow. 

Design  and  color  must  be  core,  integrat¬ 
ed  elements  of  a  newspaper  —  together 
with  reporting,  editing,  and  production  — 
if  it  is  going  to  create  a  superior  product. 

Newspaper  ugly  ducklings  and  disjoint¬ 
ed  ducklings  are  often  the  result  of  the 
truncated  roles  of  design  directors,  world- 
famous  designer  Walter  Bernard  tells  E&P 
in  an  interview.  Newspapers  use  different 
titles  for  the  design  directors,  some  of 
whom  are  called  art  directors. 

But  the  crucial  question  is:  How  much 
influence  are  they  able  to  assert? 

“Too  often,  the  design  director’s  role  is 
minimal  because  the  newspapers  don’t 
use  them  to  full  capacity,”  explains 
Bernard,  62,  whose  New  York-based  part¬ 
nership  with  Milton  Glaser  —  WBMG 


Inc.  —  has  worked  on  redesigns  of  more 
than  100  newspapers  and  magazines, 
including  complete  redesigns  of  The 
Washington  Post;  La  Vanguarclia  in 
Barcelona,  Spain;  ABC  in  Madrid,  Spain; 
and  O  Gloho  in  Rio  de  Janeiro,  Brazil. 

Many  newspaper  staffers  still  diss 
design  with  a  scorn  that  could  cripple 
their  papers’  chances  of  survival  in  years 
ahead,  warns  Bill  Gaspard.  42,  design  and 
photo  chief  at  The  San  Diego  Union- 
Tribune  until  his  recent  appointment  to 
lead  a  major  interdepartmental  circulation 
drive. 

When  Gaspard  became  senior  edi¬ 
tor/visuals  five  years  ago,  his  editor  told 
the  staff,  “‘Visual  journalism  would  be  an 
equal  partner  with  the  rest  of  the  news¬ 
room.’”  recalls  Gaspard.  “There  was  an 
undercurrent  of  grumbling:  ‘Oh.  design  is 
taking  over  the  world!”’ 

Even  under  a  design-savvy  editor, 
Gaspard  says,  “It  was  not  nine  months  ago 


that  a  very  bright  senior  writer  here  said  to 
me,  ‘They  call  it  a  newspaper.  They  don’t 
call  it  a  picture  paper’ 

“My  reaction  was  pretty  much  sadness 
and  disgust  because  we  have  worked  hard 
at  making  design  a  responsible  player  in 
journalism,  and  sometimes  it  feels  like  we 
just  haven’t  gotten  anywhere  with  some 
people,”  says  Gaspard. 

Discussing  his  experiences  as  a  staff  art 
director  and  as  an  outside  design  consul¬ 
tant  at  newspapers.  Gaspard  says,  “Design 
has  not  been  fully  accepted  as  a  real  part  of 
journalism  within  the  newsrooms.  ... 
There  is  still  tension  in  a  lot  of  newsrooms. 
It’s  not  hostile;  it’s  not  unpleasant.  But 
when  push  comes  to  shove  for  space,  you 
begin  to  see  some  of  the  tensions  come  out. 

From  left:  Stanley  Farrar,  The  Seattle  Times; 
Michael  Keegan,  The  Washington  Post,  Walter 
Bernard,  WBMG,  Inc.;  and  Roger  Black,  Roger 
Black  Consulting.  Roger  Black  Photo  by  Alexis 
Rodnguez-Duarte  /  Cover  art  by  Pat  McDonogh 
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“We  can  ignore  a  lot  of  what  is  going 
on  because  we  are  so  profitable  still,”  says 
Gaspard.  “Magazines  often  list  the  art 
director  very  high  in  the  masthead,  often 
right  after  the  editor,  because  magazines 
have  long  understood  the  essential  con¬ 
nection  between  the  story  and  how  the 
story  is  presented.  Newspapers  haven’t 
gotten  that  completely  yet. 

“For  some  newspapers.  1  don’t  think 
they’ll  ever  quite  get  it,”  he  adds.  “If  that  is 
the  best  we  can  do,  then  we’re  all  going  to 
be  out  hunting  rats  for  dinner  in  15  years.” 

Some  papers’  survival  is  likely  to 
depend  on  design  and  color,  adds  Bernard, 
because  “the  generation  the  newspapers 
have  to  capture  can  translate  pictures  as 
well  as  words  and  are  willing  to  translate 
pictures  as  language.” 

Ugly-duckling  papers  often 
don’t  give  designers  “any 
authority  or  listen  to  their  ideas, 
or  they  listen  to  them  in  a  very 
pedestrian  way,  and  that’s 
where  they  fall  down,”  says 
Bernard.  “They  merely  use 
those  people  as  art  or  photogra¬ 
phy  messengers.” 

An  effective  design  director 
must  have  the  leverage  of  an 
influential  position,  at  least  at  a 
level  with  an  assistant  manag¬ 
ing  editor,  says  Bernard,  who 
doubts  there  are  more  than  “a 
very  few  powerful  design 
directors  in  newspapers.” 

Another  newspaper  designer 
known  from  New  York  to 
Jakarta  agrees  newspapers  must 
get  hip  on  design. 

“Newspapers  are  really 
going  to  run  off  the  cliff  in 
terms  of  the  bond  they  have 
with  readers  if  they  don’t  deliv¬ 
er  the  news  in  a  more  effective  way.  That 
means  visually  because  people  have  too 
many  other  ways  of  getting  the  news,” 
says  New  York-based  designer  Roger 
Black,  50,  who  is  currently  working  on 
the  design  of  the  Los  Angeles  Times  as 
well  as  Jakarta’s  Komas,  which  is  the 
largest  daily  in  Indonesia. 

“I  don’t  think  it’s  too  late  yet.  but  news¬ 
papers  have  got  to  wake  up,”  says  Black, 
who  has  created  new  looks  for  The  New 
York  Times,  The  Baltimore  Sun  and 
Toronto  Star. 

Lucy  Bartholomay,  48,  deputy  manag¬ 
ing  editor-design  at  The  Boston  Globe, 
contributed  to  a  revolution  during  her  18 
years  in  various  designer  positions  at  the 
paper. 


Although  the  designer’s  role  at  the 
paper  “is  still  not  as  integral  as  you 
would  find  at  a  magazine,”  she  says.  “We 
were  pretty  much  in  the  position  of 
receiving  stories  to  lay  out.  I  always 
fought  for  my  place  at  the  table.  1  did  not 
like  being  cut  out. 

“Now  we  are  involved  from  the  very 
beginning  of  the  [story]  ideas,”  she  adds. 
“It’s  a  whole  different  beast  here.” 

Nowadays,  only  a  few  editors  remain 
who  balk  at  using  time  on  deadline  to 
improve  a  page’s  appearance.  To  those 
editors,  says  Bartholomay,  “The  missing 
period  is  not  equivalent  to  not  enough 
white  space  or  the  size  of  a  headline.” 

Bartholomay  wonders  “if  a  designer 
will  ever  be  the  editor  of  a  newspaper”  and 


rates  the  odds  “pretty  likely”  that  one  col¬ 
leagues  will  emerge  on  top  of  a  masthead. 

At  The  Seattle  Times,  there  are  some¬ 
times  disagreements  between  editors  and 
the  art  department,  says  Stanley  Farrar, 
assistant  managing  editor-graphics,  who 
supervises  photography  and  newsroom 
technology  as  well  as  design. 

“We  do  have  illustrations  where  an  edi¬ 
tor  will  not  understand  the  connection 
between  the  illustration  and  the  story,  but, 
to  the  illustrator,  the  connection  is  quite 
obvious,”  says  Farrar. 

“Either  you  come  to  an  agreement  to  use 
[the  illustration]  or  you  come  to  an  agree¬ 
ment  to  change  it,  or  you  come  to  an  agree¬ 
ment  to  use  something  else,”  says  Farrar, 
who  cast  the  process  as  part  of  the  way 


newspapers  work.  He  adds.  “The  closer  it 
is  to  deadline,  the  shorter  the  discussion.” 

Farrar  defends  the  determination  of 
many  editors  to  resist  rapid  change; 
“Frankly,  what  we  are  selling  is  trust.  That 
takes  a  long  time  to  establish,  and  it  is 
easy  to  disrupt.  That  makes  you  deliberate 
about  change.” 

In  some  cases,  top-level  news  execu¬ 
tives  appreciate  the  importance  of  pre¬ 
sentation,  but  have  difficulty  getting 
their  newsrooms  to  join  the  bandwagon, 
says  Black. 

“Everywhere  I’ve  been  the  people  at 
the  top  have  been  acutely  aware  of  this 
issue,”  says  Black,  who  says  sometimes 
the  problem  is  the  staff  designers  them¬ 
selves.  Some  of  them  “wear  their  smocks 


and  berets,”  he  says,  and  “too  many 
designers  just  want  to  make  pages  pretty, 
and  they  never  read  the  stories.  They  don’t 
step  up  to  the  plate  in  terms  of  news 
judgement.” 

While  good  designers  at  many  papers 
still  face  uphill  battles,  many  take  satis¬ 
faction  from  the  scuffles  won,  especially 
the  pivotal  battle  over  color. 

Economic  factors  made  possible  some 
of  design  advances,  including  color 
conversion,  says  Bernard,  who  credits 
advertiser  pressure  as  helping  persuade 
some  publishers  to  pay  for  color 
conversion. 

USA  Today  was  launched  two  decades 
ago  as  a  color  newspaper,  one  of  the  first 
dailies  to  use  color,  because  “they  didn’t 
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‘Atlantic  gives  us 
more  impressions 
per  roll.  That  cuts 
our  waste  and 
our  costs.” 

Bob  Pulfer 

Press  Room  Superintendent 
Toronto  Sun 


More  Run  to  the  Roll 

There  is  as  much  as  20  per  cent  more  press  run  in  every  roil  of 
Atlantic  newsprint.  A  totally  recycled  sheet,  it  is  tightly  compacted 
and  uniquely  strong. 

Twenty  per  cent  more  newsprint  per  roll  means  fewer 
rolls  to  print  the  same  number  of  newspapers.  It  means 
less  time  required  for  roll  handling.  It  means  \ 
reduced  paper  waste,  and  less  space 
tied  up  with  inventory.  It  means 
improved  press  room  efficiency. 

With  Atlantic  newsprint, 
you  get  more  run  to  the  roll  - 
and  a  cleaner,  brighter  sheet  with 
superior  printability. 


‘We  average  an 
additional  3,000 
copies  a  roll 
when  we’re 
running  Atlantic.” 

Paul  Brown 

Assistant  Press  Room  Manager 
Buffalo  News 
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have  to  throw  out  any  old  equipment,” 
says  Bernard. 

“I  think  USA  Today  seemed  to  overdo  its 
use  of  color  when  it  started.”  says  Bernard, 
who  recalls  especially  an  excess  of  color 
charts  and  graphs.  “I  believe  they  have 
mastered  the  use  of  color  over  the  years. 

Bernard  urged  The  Washington  Post  to 
switch  to  color  when  he  redesigned  the 
paper  more  than  1 5  years  ago.  The  conver¬ 
sion  was  finally  completed  on  Jan.  28  when 
color  became  a  permanent  part  of  the 
Post'^  front  page. 

Michael  Keegan,  the  Post's  assistant 
managing  editor-news  art  and  a  very 
influential  design  chief,  says,  “The  argu¬ 
ment  was  always  given,  ‘Color  is  fine,  but 
not  safe  for  the  business  or  opinion 
sections.  Newspaper  people  tend  to  be 
kind  of  traditional,  and  it’s  kind  of  dif¬ 
ficult  to  pry  them  forward  a  little  bit 
visually.” 

The  use  of  color  and  good  design 
came  to  be  accepted  at  the  Post  and 
other  papers  because,  says  Keegan, 

“In  the  contemporary  world,  people 
see  color  all  the  time,  and  they  see 
good  design  all  the  time.  So  they 
expect  it  also  in  their  newspapers.” 

“People  have  less  and  less  time 
and  that  you  have  to  hook  them  in 
order  to  get  them  to  read  your  news¬ 
paper  or  magazine  or  Web  side,”  says 
Mike  Campbell,  46,  an  assistant  man¬ 
aging  editor  at  Alaska’s  Anchorage 
Daily  News. 

Design  supervisors  at  other  papers 
frequently  complain  about  “not  being 
able  to  do  the  job  the  way  they  think  it 
should  be  done,”  says  Campbell,  who 
notes  he  has  not  had  that  problem  in  his 
Job  as  supervisor  of  the  features  depart¬ 
ment’s  four  designers  and  two  informa¬ 
tion-graphic  artists.  He  says  the  com¬ 
plaints  he  hears  from  design  supervisors 
elsewhere  “run  the  gamut  from  frustration 
to  resignation  to  anger.” 

The  Post's  switch  to  offset  presses 
made  it  possible  to  convert  to  high-quali¬ 
ty  color.  The  switch  also  aided  design  by 
making  it  possible  to  keep  the  paper’s  sec¬ 
tions  in  a  consistent  order. 

With  its  old  letterpress  presses,  the 
sequence  of  sections  in  the  Po.st  changed 
unpredictably  from  day  to  day.  “You 
might  have  the  financial  and  then  the  style 
section.  And  then,  the  next  day,  the 
reverse,”  recalls  Keegan,  who  says  the 
confusion  sometimes  left  readers  “really 
irritated.” 

Nowadays,  the  /Vast’s  top  editors  listen  to 
Keegan’s  ideas.  “We’ve  lost  some  battles.” 


he  says,  “but  we’ve  certainly  won  the  war.” 

Watching  The  New  York  Times  allow 
color  to  “creep  into  the  metro,  national, 
and  international  sections  was  very  excit¬ 
ing,”  recalls  Bernard,  who  says  the  intro¬ 
duction  of  color  to  the  Times'  front  page 
two  years  ago  was  “very,  very  impor¬ 
tant.”  The  Times'  switch  to  front  page 
color  put  national  advertisers  in  position 
to  cite  the  venerable  broadsheet’s  success 
when  they  asked  other  newspapers  to 
make  color  advertising  available. 

“We  no  longer  read  as  much  prejudice 
into  color  and  black  and  white,”  says 
Bernard.  “1  mean  color  frivolous  and 
black  and  white  serious." 


Attitudes  were  changed  by  the  success 
in  employing  color. 

"The  [New  York]  Times  published  a 
very  striking  news  photograph  of  women 
gathered  around  a  dead  relative,”  says 
Bernard,  referring  to  a  photo  that 
appeared  Oct.  29,  1998,  of  the  body  of  a 
man  named  AH  Paqarizi  who  was  killed 
when  a  truce  was  broken  in  Kosovo. 
The  man’s  mother  was  shown  embracing 
his  corpse.  “1  could  not  take  my  eyes  off 
it.  It  was  sad.  Just  about  unbelievable. 
So  well  produced.  It  was  like  a  Renais¬ 
sance  painting.  It  demonstrated  how 
powerful  ajoumalistic  picture  could  be  in 
color.”  ■ 
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NYC  tabloids  wield 
design  as  weapon 

Archrivals  New  York  Daily  News  and  New  York  Post  view 
tabloid  newspaper  design  as  differently  as  a  disciplined 
baseball  batter  and  an  aggressive  swing-for-the-fences 
slugger. 

“The  Daily  News  is  fairly  neat  and  has  a  hierarchy  for  sto¬ 
ries.  On  a  journalistic  basis,  it  is  not  raunchy.  It  is  very  well 
done  compared  to  the  Post,  but  its  design  doesn’t  create 
must-read  sections  like  the  Post’s  columns  and  gossip 
columns,”  says  Walter  Bernard,  who  has  done  redesign  work 
for  the  Daily  News,  although  not  for  the  Post. 

“The  Post  has  a  kind  of  sloppiness  and  a  kind  of  put- 
together-by-hand  feeling  that  some  designers  admire.  They 
think  that  is  scrappier.  Part  of  the  put-together  look  is  its 
reporting  and  fact-checking.  The  News  takes  their  news  arti¬ 
cles  more  seriously,”  says  Bernard. 

“The  News  looks  more  studied,  which  is  not  always  the 
best  thing  in  a  tabloid,”  adds  Bernard,  who  calls  the  conflicting  qualities  of 
studied  look  and  thrown-together  scrappiness  “hard  to  reconcile.” 

Roger  Black  agrees  they  each  have  design  strengths:  “In  terms  of  typog¬ 
raphy  and  the  elements  of  design,  the  Post  is  not  as  good  as  the  Daily  News, 
which  is  more  polished.  But  the  Post  is  way  more  fun,  more  irreverent, 
unpredictable,  looser.  It  takes  greater  risks.” 

Last  week,  the  tabs  showed  their  different  approaches  in  their  respective 
Sept.  1 6  issues  as  Hurricane  Floyd  moved  north  and  a  gunmen  killed  seven 
people  in  Fort  Worth,  Texas. 

The  Post’s  splash  —  tabloidese  for  the  Front  Page  —  featured  a  photo  of  a 
shooting  victim’s  shirtless  body  under  the  head:  “MASSACRE.”  “When  you 
see  the  Post,  you  think,  ‘My  God!  Did  this  happen  Uptown?  Or  Downtown?’” 
says  Bernard.  “Your  second  read  gets  you  to  understand  that  it  is  in  Texas.” 

Above  the  Post’s  flag,  an  off-lead  about  the  storm  screamed,  “WE’RE 
NEXT!” 

The  more  sedate  Daily  News  photo  showed  a  man  holding  an  umbrella 
and  looking  at  a  relatively  calm  sea  with  the  headline:  “Now  N.Y.  is  on  ... 
STORM  WATCH.”  Over  the  flag,  a  teaser  used  a  photo  of  shooting  survivors 
rather  than  a  victim. 

The  Post,  with  few  big  advertisers,  is  a  “a  little  more  sensational”  to  boost 
circulation,  says  Bernard.  The  Daily  News’  “more  responsible  journalism” 
appeals  to  its  many  big  advertisers,  he  adds. 

—  Joe  Nicholson 
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Color  by  Castaneda 

One  of  Latin  America’s  top  designers  tells  how  he  changed  El  Nuevo  Herald 


by  Mark  Fitzgerald 

Ask  Carlos  M.  Castaneda  how  he  picked 
the  colors  he  used  to  redesign  El  Nuevo 
Herald,  and  he’ll  talk  about  the  sun,  sea, 
and  scenes  of  Miami. 

“Remember,  we  live  in  a  city  that  is  full 
of  light  and  full  of  color,”  says  Castaneda, 
67.  “In  other  countries,  when  you  are  work¬ 
ing  with  papers,  the  light  is  not  the  same.  It 
is  darker,  and  bright  colors  don’t  work. 

“Fortunately,  here  in  Miami,  people  are 
not  bothered  by  strong  colors,”  he  adds. 

Fortunately,  indeed.  Because  within 
weeks  of  arriving  as  its  editor  and  publish¬ 
er  last  November,  Castaneda  transformed 
El  Nuevo  Herald  from  a  Spanish-language 
version  of  a  good,  gray  lady  into  a  bold  and 
colorful  pafjer  that  is  as  different  from  its 
Knight  Bidder  sister.  The  Miami  Herald,  as 
Ricky  Martin  is  from  Ricky  Nelson. 


“As  soon  as  Carlos  came  here,  he  said, 
‘No  South  American  is  going  to  read 
this,”’  Pascual  Otazu,  human  resources 


In  the  year  ended  in  July,  El  Nuevo 
Herald  increased  sales  about  8,000  copies 
a  day  to  around  85,500  on  weekdays  and 


team  leader  for  The  Miami  Herald  and  El  almost  94,000  on  Sundays,  Castaneda 


Nuevo  Herald,  says  of  the  old  design. 


says.  Since  mid- 1998,  El  Nuevo  Herald 


member,  we  live  in  a 
city  th^^full  of  light 

—  Carlos  Castaneda, 

- - - -  ...  V’  ^ 


South  Americans  —  and  Central  and  The  Miami  Herald  have  been  sold 
Americans  and  Cubans  and  Spaniards  and  separately.  El  Nuevo  Herald  is  now  the 
all  the  other  national  and  ethnic  groups  who  fastest-growing  Knight  Bidder  paper, 
have  been  drawn  to  Miami  —  now  are  read-  Castaneda  says. 

ing  the  paper  in  greater  numbers  than  ever.  “We  were  expecting  250  new  subscrip- 
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ColorSidesign 


lions  each  week.  Now  we’re  HNU 
making  over  300  —  some  > 

weeks  over  350.  And  the  loy-  i 

ally  is  higher  than  it  is  at  the  ;  ' 

[Miami]  Herald.”  \ 

Retention  of  new  subscrip-  : 

tions  is  running  at  53%,  he  says.  MU?. 

Readers  are  staying  despite  :  MR 

their  often-justified  complaints  WLjl 

about  poor  reproduction  quali-  IQH 

ty.  The  problem  is  not  with  the  | 

newspaper’s  front  page.  Color 

pops  up  there  because  the  page  | 

is  run  on  the  Heralds  flexo 

printing  press.  It’s  the  black- 

and- white  inside  pages  that  set  i 

the  phones  ringing.  “Some  days  ''mIIT 

we  print  in  offset,  and  some 

days  in  letterpress.  And  when 
.  ,  .  ,  ,  ,  .  The  o 

It  s  in  letterpress,  that  s  when 

we  get  complaints,”  Castaneda  ^  ® 

®  ^  headli 

says. 

Reproduction  values  should 
improve  dramatically  by  mid- 
October.  after  The  Miami  Herald  switch¬ 
es  to  a  50-inch  web  on  new  Goss  keyless 
offset  presses,  and  El  Nuevo  Herald  can 
use  its  sister’s  hand-me-down  offset  units. 

What’s  clearly  attracting  readers  right 
now  is  a  mix  of  color  and  design  through¬ 
out  the  paper  —  but  especially  on  its  front 
page.  “Remember,  we  are  a  newspaper  in 
which  one-third  of  the  circulation  is  sin¬ 
gle-copy  sales.”  Castaneda  says.  “We  have 
to  grab  the  attention  of  the  person  at  the 
[newspaper  box]  —  but  in  a  way  that  will 
not  injure  the  eyes  of  our  readers  once  they 
get  it  inside  their  house  and  open  up.” 


Venezuela  a  las  umas 

- ,  entonw 

- 


elNuevollerald 


1  _ _ 

I  mi 


The  old  El  Nuevo  Herald  (left)  was  replaced  by  the  new  design 
(right),  featuring  more  color,  larger  photos  and  graphics,  and 
headlines  in  white  reverse  on  a  color,  a  favorite  technique  of 
Carlos  Casteheda,  who  supervised  the  newspaper’s  redesign. 


Castaneda’s  redesign  reflects  the 
demographic  changes  that  have  trans¬ 
formed  Miami  itself  since  the  1960s. 
With  El  Nuevo  Herald,  he  has  created 
something  uniquely  Miami  out  of  50 
years’  experience  as  a  newspaper.  TV,  and 
magazine  journalist  in  Latin  America  and 
the  United  States. 

Just  as  Miami  attracts  exiles  and  entre¬ 
preneurs  with  its  combination  of  freedom 
and  the  rule  of  law,  Castaneda’s  redesign 
mixes  bold  colors  —  within  strict  guide¬ 
lines.  “1  try  not  to  use  what  I  call  colorm 
—  the  excess  of  color,”  he  says.  “We 


never  use  color  back¬ 
ground  for  text,  for  exam¬ 
ple,  because  to  do  that  you 

I  have  to  print  on  a  better 

I  quality  of  paper  and  with  a 

\  better  quality  of  ink  and 

I  not  at  the  speed  that  you 

I  need  in  newspapers.  Some 

I  designers  have  moved 

■  [this]  concept  to  newspa- 

per,  but  ...  to  me  it  makes 
I  -  it  difficult  for  your  readers 

fjl  to  read.” 

S-  .iS  And  there  are  some 

H  design  elements  that  Latin 

American  newspapers  use 
frequently  that  Castaneda 
just  will  not  abide:  “1  never 
use  color  in  the  headlines. 

'W  Never.  Sometimes,  we  may 

ihics,  and  r  ■  .  re 

use,  for  instance,  if  Sammy 

leTi^^n^  °  Mark  McGwire 

®  ■  have  home  runs,  we’ll  put 

the  number  of  the  home 
run  in  color.  But  a  headline,  never.  It’s 
something  that  bothers  the  eye  of  the 
reader.  It’s  too  strong.” 

On  the  other  hand,  he  likes  to  run 
headlines  in  white  reverse  on  a  color  the 
paper  calls  “Broward  Red.” 

Using  a  reverse  is  how  he  .solved  the 
problem  of  the  paper’s  logo.  For  Cas¬ 
taneda.  this  is  his  second  time  around  in 
Miami.  During  1976,  he  was  part  of  the 
team  that  created  The  Miami  Herald's 
first  attempt  at  a  Spanish-language  paper, 
El  Herald.  The  paper,  which  became  El 
Nuevo  Herald  in  1 986.  had  been  through 


V 


a  redesign  only  two  years  before  he  came 
back  to  Miami. 

“I  don’t  think  it's  a  good  thing  for  a 
serious  newspajjer  to  be  changing  its  logo 
every  two  years,”  he  says.  “So  I  used  the 
same  logo  and  reversed  it  and  displayed  it 
in  white  with  a  background  in  blue.  That 
gives  the  paper  a  great  difference  in  the 
look,  in  the  racks  especially.” 

Castaneda  also  likes  to  mix  contrasting 
shades  of  gray  in  blocks  of  text.  “I  have  a 
philosophy  in  use  of  typography,”  he 
says.  “We  use  a  bold  condensed  Helvetica 
typeface  for  main  news  articles.  For  the 
others,  we  use  Times.” 

The  aim  is  to  create  a  daily  paper  that 
looks  like  a  magazine,  Castaneda  says. 
His  first  major  redesign,  for  the  Puerto 
Rican  daily  tabloid,  El  Nuevo  Dia,  in  the 
early  1970s.  was  widely  imitated  for  its 
use  of  blocks  of  text  and  image  as  graph¬ 
ic  elements  and  —  especially  —  for  its 
no-jump  policy. 

This  summer,  El  Nuevo  Herald  added 
its  first  magazinelike  Sunday  section,  a 
high  culture-oriented  product  entitled 
Artes  y  Letras.  When  the  offset  presses  get 
rolling  in  October,  that  will  be  followed 
by  an  expanded  business  section  plus  an 
entertainment  section  called  “Zoom.” 

“We  are  living  in  a  time  when  the 
heroes  of  our  world  are  not  the  marshals 
and  the  generals.  We  are  living  in  the  time 
when  it  is  celebrities,”  he  says.  “What  are 
the  best-selling  magazines  in  the  world? 
Hola  in  Spain.  Caras  in  Argentina.  People 
in  the  United  States.  So  we  are  planning  a 
magazine  of  the  new  heroes.”  ■ 


A  new  Oklahoman 
60  years  later 


The  last  time  The  Daily 
Oklahoman  underwent  a 
major  redesign,  Franklin 
Delano  Roosevelt  was  pres-  new  1 
ident.  Joe  DiMaggio  and  Ted  itlnth 
Williams  were  the  best  hit-  UlulH 
ters  in  baseball,  and  “Gone  BVeFl 
With  the  Wind”  was  battling 
“The  Wizard  of  Oz”  for  8nil  t 
Hollywood  supremacy.  _ 5jgij  ■] 

For  60  years,  the  204,000-  Qgjjy 

daily-circulation  paper, 
owned  by  the  local  Gaylord  family,  had 
published  with  basically  the  same  name¬ 
plate,  lettering,  and  layout  it  had  in  1939, 
believing  things  were  good  as  is. 

But  all  that  began  to  change  when  the 
Oklahoma  City  paper  hired  executive  edi¬ 
tor  Stan  Tiner  in  May.  Realizing  a  need  for 
a  fresh  look,  design  changes,  and  some 
new  faces,  Tiner  quickly  set  wheels  in 
motion  to  end  the  three-score-year  hiatus 
on  alterations. 

“1  just  thought  it  was  time,”  says  Tiner, 
who  came  to  the  Oklahoman  from  the 
Mobile  (Ala.)  Register.  “You  need  a  new 
suit  of  clothes  every  now  and  then.  We 
wanted  something  that  gave  it  more  of  a 
regional  look,  but  we  didn’t  want  to  make 
it  a  paper  that  people  didn’t  recognize.” 

The  Daily  Oklahoman  is  among  a  string 
of  major  newspapers  that  have  launched 


l^need  a 
new  suit  of 
clothes 
every  now 
and  then. 

—  Stan  Tin«r, 

The  Daily  Oklahoman 


new  designs  or  set  forth  plans 
ed  8  conduct  facelifts  in  recent 

months.  Others  include  the 
lit  of  Los  Angeles  Times,  The 

_  (Cleveland)  Plain  Dealer,  The 

■  (Nashville)  Tennessean,  the 

low  Detroit  Free  Press,  and  the 

Journal  of  Commerce  in  New 
BOa  York. 

yi  When  the  new  design 

dahoman  launched  Aug.  29,  it  also 

included  a  new  features  sec¬ 
tion,  four  more  news  pages,  and  the  paper’s 
first  full-time  woman  sports  columnist. 

Graphics  Editor  Steve  Byerly  says  the 
newspaper  had  been  contemplating  a  re¬ 
design  for  six  months  prior  to  Tiner’s  ar¬ 
rival,  but  he  credits  the  new  editor  with 
pushing  the  plan  ahead.  “He  was  the  cata¬ 
lyst  who  made  it  happen,”  Byerly  says. 

Tiner  says  editors,  advertising  execu¬ 
tives.  and  in-house  designers  collaborated 
on  the  redesign  for  several  months.  He  says 
the  new  approach  kept  the  paper’s  basic 
look,  but  with  some  changes  to  add  color 
and  sharper  images.  He  says  no  outside 
consultants  or  graphics  firms  were  used. 

“It  cost  us  some  roast  beef  sandwiches 
and  a  couple  of  Coca-Colas,”  Tiner  says. 
“We  had  a  couple  of  guys  with  graphics 
backgrounds  and  they  put  it  in  place.” 

—  Joe  Strupp 
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and  Business  Units,  Tembec  produces  a  wide  variety  of  pulp,  paper  and  wood  products. 
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incorporating 
Spruce  Falls  Inc. 
and 

Pine  Falls  Paper  Company 
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Father  bear  leaves  art  behind 


Better  ‘Sooner’  than 


WHEN  EDITORS  and  planners  at  The 
Daily  Oklahoman  in  Oklahoma  City  set 
about  giving  their  newspaper  its  first 
redesign  in  60  years,  they  knew 
they'd  hit  the  question  that  all  news¬ 
papers  encounter  in  the  age  of 
change:  How  do  you  improve  the 
product  to  serve  and  entice  readers, 
without  changing  it  so  much  that  you 
drive  away  longtime  subscribers? 

The  answer:  Carefully. 

“We  wanted  to  have  a  look  that 
was  The  Daily  Oklahoman."  says 
Graphics  Editor  Steve  Byerly,  who 
helped  lead  the  yearlong  redesign 
process  of  the  92-year-old  newspa¬ 
per.  “We  made  sure  to  maintain  its 
look,  especially  as  a  text-driven 
product,  because  that  is  our  base. 
People  are  accustomed  to  the  dis¬ 
tinctive  look.” 
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Front  page 

1  Nameplate:  Older,  all-capital  letter¬ 
ing  and  dark,  block  lettering 
remains,  but  with  a  slightly  softer  color 
and  slimmer  design.  The  slogan  under 
the  flag  is  now  colorized,  and  the 
American  flag  on  the  left  side  has  been 
redesigned  for  a  more  realistic,  blowing- 
in-the-wind  look.  “We  didn’t  want  any¬ 
one  to  mistake  us  for  another  newspaper, 
but  the  nameplate  has  a  lighter  look.” 
says  Byerly.  "That  is  the  whole 
redesign.” 

2  Headlines:  Old  thick  and  dark  20th 
Century  lettering  replaced  by  new 
slimmer  and  lighter  Goudy  lettering  with 
a  more  rounded  shape.  “We  felt  the  old 
typeface  was  not  bad.  but  it  didn’t  always 
emphasize  the  stories  we  wanted  to 
emphasize,”  says  Byerly.  “The  new 
design  is  a  wider  range  of  heavy  and 
light.  It  holds  up  in  smaller  sizes  and  larg¬ 
er  sizes,  and  offers  flexibility. 


3  Centerpiece:  New  effort  to  place  an 
interesting  story,  usually  local,  with 
both  good  storytelling  and  art  in  the 
same,  center  location  each  day.  “It  can 
be  a  local  story  or  breaking  news,  but  it 
doesn’t  have  to  be,”  says  Byerly.  “It  will 
mostly  be  enterprise  stories.  It  is  impor¬ 
tant  to  provide  that  anchor.” 

4  Bylines:  Previous  lettering  included 
both  writer’s  name  and  title  in  same 
dark,  bold  lettering.  New  design  places 
name  in  dark,  block  lettering,  with  title 
in  smaller  italics.  Datelines  remain 
unchanged.  “The  reporters  love  ’em 
because  their  names  are  in  bold.”  Byerly 
says.  “I  think  the  name  is  more  impor¬ 
tant  than  saying  they  are  a  staff  writer.” 

5  Index:  Small,  dark-lettered  index  box 
in  the  lower  right  comer  of  the  front 
page  has  been  moved  to  the  left  side  and 
expanded  to  mn  entire  length  of  the  page. 
Teasers  to  inside  news,  sports,  and  feature 
stories  added,  along  with  a  more  notice- 
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by  Joe  Strupp 


able  Web  site  address.  “I  see  it  as  a  win¬ 
dow  inside  the  paper;  it  gets  people  inside 
the  paper  more.”  says  Byerly.  “It  gives 
people  more  information  and  more  of  the 
story  and  sells  the  story  more.  It’s  another 
way  of  making  the  paper  more  visual.” 

6  Graphic  boxes:  The  white-back- 
ground  boxes  with  black  edges  used 
previously  have  been  replaced  by  new 
gray-shaded  boxes  with  no  edges.  “This  is 
something  that  is  a  signature,  that  is  a  little 
different,  and  a  way  to  contain  informa¬ 
tion.”  says  Byerly. 


Sports 

ITop  of  page:  The  newspaper  name¬ 
plate  has  been  reduced  in  size  and 
moved  from  the  upper  right  side  to  top 
center.  The  sports  flag  has  been  moved 
from  the  upper  left  side  to  the  center  and 
changed  from  red  to  black  lettering.  An 
advertisement  and  “quote  of  the  day” 
also  have  been  added  to  top  of  section. 


www.mediainfo.com 


2  Inside  contents:  Listing  remains  in 
the  upper  right  comer,  but  has  been 
changed  from  bolder,  dark  lettering  to 
smaller,  slimmer  lettering,  with  horizon¬ 
tal  separation  lines  added. 

3  Lead  Columnist:  Remains  on  left 
side  below  bar,  but  columnist’s  photo 
changed  from  black  and  white  to  color, 
with  darker,  thicker  lettering  of  colum¬ 
nist’s  name.  Column,  which  ran  entire 
length  of  page,  now  jumps  to  make  room 
for  index  box.  “The  columnist’s  photo  is 
important,  not  color  all  around  it,”  Byerly 
says. 

4  Index:  Moved  from  bottom  of  page 
to  left  side  below  columnist. 
Scoreboard  also  was  removed  and  placed 
inside  section.  “We  wanted  to  have 
another  element  that  gets  people  inside 
the  section,  but  we  need  to  have  the  col¬ 
umn  out  there,  too,”  Byerly  says.  “So  we 
kind  of  compromised.” 


Editorial 
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Duubk'fiippen  mvS  «arhr  bink 


1  Columnist  Bylines:  Changed  from 
thinner  typeface  with  no  photo  to 
darker,  block  typeface  on  top  of  photo. 
Byline  also  moved  from  top  of  story  to 
center  of  text. 

2  Letters:  Remain  unchanged  on  edito¬ 
rial  page,  but  given  reduced  space  on 
opinion  page  to  make  room  for  more 
columnist  material  and  a  new  weekly  car¬ 
toon,  “Mallard  Fillmore.” 
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ColorSidesign 


Papers  clamor  to  join  elite  color  ‘club’ 


by  Mark  Fitzgerald 

When  The  Columbus  (Ohio)  Dispatch 
earned  its  two-year  membership  in  the 
International  Newspaper  Color  Quality 
Club,  there  was  more  cheering  in  the 
pressrooms  than  the  executive  offices. 

“I  don’t  know  that  our  upper-manage¬ 
ment  people  understood  at  first  what  we 
had  done  with  this  contest.”  says  Tom 
Baden,  manager/quality  assurance  for  the 
Dispatch.  “But  once  they  came  to  Nexpo 
[the  Newspaper  Association  of  America 
(NAA)  trade  show]  and  saw  our  papers  up 
there  on  the  wall  with  those  other  papers 


from  around  the  world,  they  understood.” 

It’s  been  barely  five  years  since  IFRA, 
the  international  association  dedicated  to 
newspaper  and  media  technology,  pro¬ 
posed  a  contest  to  identify  the  newspapers 
with  the  best  color  reproduction  in  the 
world.  But  now.  like  revelers  outside  a 
newly  discovered  hot  nightspot,  newspa¬ 
pers  are  straining  at  the  velvet  ropes  to 
gain  entry  to  the  Color  Quality  Club. 

The  NAA  joined  as  a  co-organizer  of  the 
contest  for  the  1998-2000  competition, 
and  the  Pacific  Area  Newspaper 
Publishers’  Association  (PANPA)  is  joining 
this  year. 


Web  Press  Corporation  Introduces... 
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Organizers  and  contestants  say  benefits 
of  the  Color  Quality  Club  flow  both  ways. 
“Our  goal  overall  is  to  improve  the  color 
reproduction  quality  of  newspapers  and  to 
gain  recognition  among  advertising  folks 
of  the  capability  of  newspapers,  and  specif¬ 
ically  the  winners,”  says  Tom  Croteau,  NAA 
vice  president  of  newspaper  services. 

“1  think  also  what  we’ve  done  is  identi¬ 
fy  some  key  newspapers  ...  that  we  can 
look  to  for  the  best  practices  and  even  for 
developing  profiles  of  their  printing, 
which  is  considered  excellent,  and  using 
them  as  a  basis  perhaps  for  an  icc 
[International  Color  Consortium]  profile 
or  a  color  separation  table,”  Croteau  adds. 

In  the  first  contest,  about  170  newspa¬ 
pers  submitted  test  pages  and  other  materi¬ 
als.  Entries  were  judged  on  a  colorimetric 
evaluation  of  the  printed  sample;  jury  eval¬ 
uation  by  seven  European  and  American 
experts  of  a  published  color  photo  that 
made  exacting  demands  on  reproduction 
and  printing;  and  a  visual  evaluation  of 
overall  color  and  print  quality. 

Around  the  world.  36  papers  —  10  of 
them  American  —  made  the  cut  by  scoring 
at  least  225  points  out  of  a  maximum  score 
of  300.  “In  my  opinion,  the  hardest  thing  is 
that,  once  you  are  recognized  like  this,  you 
have  the  challenge  of  keeping  your  color 
quality  at  that  very  high  level.”  says  Mike 
O’Connor,  production  director  of  one  of 
the  papers  admitted  to  the  club,  the 
Montgomery  (Ala.)  Advertiser. 

The  Advertiser  prints  on  a  used  eight- 
unit.  four-color-deck  Goss  Metroliner  press 
bought  from  The  Boston  Globe  and  retro¬ 
fitted  with  digital  ink  packs.  The  contest 
came  just  as  the  paper  was  completing  its 
shakedown  period  with  the  press.  “What 
the  club  showed  was  that  we  can  get  the 
optimum  out  of  the  Goss  press.  If  it  is  given 
good  negatives  and  good  separations,  this 
press  will  print  them,”  O’Connor  says. 

The  Evansville  (Ind.)  Courier  &  Press 
was  the  only  paper  printed  on  a  flexo¬ 
graphic  press  to  qualify  for  the  club,  says 
Dennis  Ray,  the  paper’s  operations  direc¬ 
tor.  “We  have  a  lot  of  fairly  high  standards 
at  the  paper,  and  they’re  awfully  hard  to 
reach  every  day.  For  instance,  we’re  using 
[ink  densities  of]  magenta  and  cyan  at 
1009^.  Most  folks  are  at  95%,”  Ray  says. 

Registrations  for  the  2000-2002  compe¬ 
tition  are  being  accepted  through  Nov.  5. 
Complete  details  on  the  contest  are  avail¬ 
able  on  the  NAA  Web  site  at  http://www. 
naa.org/technology/index.html.  ■ 


34  EDITOR  «  PUBLISHER  ot: 


www.niediainfo.com 


newspeople 

by  Jamie  Santo 


Arizona 

Rich  Cunningham  to  director,  circula¬ 
tion  applications,  from  technology  devel¬ 
opment  manager  for  Phoenix-based 
Central  Newspapers  Technology,  a  unit  of 
the  parent  of  The  Arizona  Republic  and 
The  Indianapolis  Star. 

Bob  Frey  to  director,  infrastructure/ 
operations,  from  infrastructure/operations 
manager. 

Dena  Greenawalt  to  director,  adver¬ 
tising  and  marketing  applications,  from 
technology  development  manager  for 
advertising  and  marketing. 

John  Melter  to  director,  financial 
applications,  from  technology  develop¬ 
ment  manager  for  finance. 

Larry  Lytle  to  manager/project  plan¬ 
ning  and  administration  from  project  man¬ 
ager. 

California 

Sharon  Rogers  to  senior  advertising 
sales  executive  in  San  Francisco  for  USA 
Weekend  from  manager  of  ad  sales  in  San 
Francisco  for  the  Ladies  Home  Journal. 


Gene  L.  Metzig  to 

distribution  center  di¬ 
rector  at  The  Florida 
Times-Union  in  Jack¬ 
sonville  from  manager 
of  the  paper’s  direct- 
mail  division.  Metzig 
succeeds  Robert  L. 
Motel,  who  has  been 
appointed  production  planning  and  safety 
assurance  director. 

Idaho 

Steve  Miller  to  man¬ 
aging  editor  of  the  Idaho 
State  Journal  in  Poca¬ 
tello  from  editor  of  the 
Star-Herald  in  Scotts- 
bluff.  Neb.  Miller  suc- 
Miller  ceeds  Jeffrey  R 

Journal  Mayor,  who  left  to  pur¬ 

sue  other  opportunities 
prior  to  his  upcoming  marriage. 

Maryland 

Phil  Rugile  to  the  newly  created  posi¬ 
tion  of  vice  president  of  information  tech¬ 
nology  for  The  Baltimore  Sun  from  direc¬ 


tor  of  technology  at  Newsday  in  Long 
Island.  N.Y.,  effective  Nov.  29. 

John  DiMambro  to  president  and  ceo 
of  Thomson  Newspapers’  Chesapeake 
strategic  marketing  group  from  vice  pres¬ 
ident  of  sales  and  marketing.  DiMambro 
succeeds  Keith  Blevins.  Thomson 
Chesapeake  publishes  The  Daily  Times  in 
Salisbury  and  a  group  of  nondaily  papers 
serving  the  DelMarVa  Peninsula. 

Massachusetts 

Gary  Higgins  to  executive  publisher 
for  the  Needham-based  Community 
Newspaper  Co.’s  South  unit  from  associ¬ 
ate  publisher  for  CNC’s  Cape  Cod  opera¬ 
tions. 

Paul  Carven  to  ad  director  for  cnc’s 
Tab  and  other  newspapers  from  sales 
manager  for  cnc’s  Metro  unit. 

Minnesota 

Pia  Lopez  to  editorial-page  editor  for 


the  Duluth  News-Tribune  from  edito¬ 
rial-page  editor  for  the  St.  Cloud  Times. 

New  Jersey 

Hank  Kalet  to  managing  editor  for 
Princeton  Packet  Inc.’s  newspapers  in 
Dayton,  The  Cranbury  Press  and  The 
South  Brunswick  Post,  from  news  editor 
for  the  weeklies.  Kalet  succeeds  Helene 
Ragovin.  who  is  stepping  down  for  per¬ 
sonal  reasons. 

Dave  Brown  to  sports  editor  for  the 
daily  North  Jersey  Herald  &  News  in 
Passaic  from  sports  editor  at  the  Pharos- 
Tribune  in  Logansport,  Ind.  Brown  suc¬ 
ceeds  Tom  Gatto. 

New  York 

Rossana  Rosado  to  publisher  of  El 
Diario/La  Prensa  in  New  York  from  gen¬ 
eral  manager  and  editor  in  chief  of  the 
Spanish-language  daily.  Rosado  succeeds 
the  late  Carlos  D.  Ramirez. 
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Neil  Collins  and  Mary  L.N.  McGrew 

owners  of  Journal  Transcript  Newspapers,  Inc. 
have  agreed  to  sell 

York  County  (ME)  Coast  Star 

(10,700  paid  weekly  circulation) 

Revere  (MA)  Journal 
Winthrop  (MA)  Sun-Transcript 
Chelsea  (MA)  Record 
East  Boston  (MA)  Sun-Transcript 

(24,600  total  weekly  circulation) 
to 

American  Consolidated  Media 

We  are  proud  to  have  represented 
Neil  Collins  and  Mary  L.N.  McGrew 
in  this  transaction. 


Dirks,  Van  Essen  ^  Associates 
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Debra  Shriver  to  vice  president  and 
chief  communications  officer  for  the 
Hearst  Corp.  from  senior  vice  president 
of  marketing  communications  for  Hearst 
Magazines,  one  of  the  company’s  units. 

As  head  of  corporate  communications, 
she  succeeds  Gloria  Ricks,  who  will 
serve  as  a  consultant  to  the  company. 

Mark  Lingerman  to 

circulation  manager  at 
the  Times  Herald- 
Record  in  Middletown 
from  assistant  circula¬ 
tion  director  at  Essex 
County  Newspapers  in 
Salem.  Mass.  Lin¬ 
german  succeeds  Dave 
Pare. 

Pennsylvania 

John  G.  Walsh  to  senior  vice  presi¬ 
dent/operations  for  Philadelphia  Newspa¬ 
pers  Inc.  from  senior  vice  president/oper¬ 
ations  at  The  Orange  County  Register  in 
Santa  Ana.  Calif. 

Theresa  Johnson  to  city  editor  at 
The  Philadelphia  Daily  News  from  enter¬ 
prise  editor.  Johnson  succeeds  Paul 
Maryniak  and  Dave  Warner,  who  had 
been  co-city  editors.  Maryniak  left  to 
become  managing  editor  of  The  Tribune 
in  Mesa.  Ariz.,  and  Warner  joined  an 
online  health  publication. 

Kurt  Heine  to  deputy  city  editor  from 
assistant  city  editor. 

South  Carolina 

Tony  DiSalvo  to  vice  president  of 
advertising  at  The  Greenville  News  from 
advertising  director  at  the  Tampa  Trih- 
une/Tampa  Times  in  Florida.  DiSalvo  suc¬ 
ceeds  Mark  Johnston. 


James  H.  Denley 

to  the  newly  created 
position  of  director  of 
new  media  for  The 
Commercial  Appeal  in 
Memphis  from  editor 
of  the  Abilene  (Texas) 
Reporter-News. 

Tom  Griscom  to  executive  editor  of 
the  Chattanooga  Times/Chattanooga 
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Tennessee 


Denley 

The  Commercial 
Appeal 


Lingerman 

Times 

Herald-Record 


Free  Press  from  the  Washington  public- 
affairs  consulting  firm  Powell  Tate. 

Texas 

Bob  Ray  Sanders  to  vice  president 
of  editorial  for  the  Fort  Worth  Star- 
Telegram  from  associate  editor.  Sanders 
will  serve  as  a  member  of  the  daily’s  edi¬ 
torial  board  and  continue  to  write  his  col¬ 
umn  three  times  a  week. 

Ron  Fulton  to  the  newly  created  post 
of  general  manager  at  the  daily  Palestine 
Herald-Press  from  executive  assistant  to 
the  division  manager.  Fulton  will  over¬ 
see  all  departments  except  editorial. 
Fulton  assumes  many  of  the  duties  pre¬ 
viously  handled  by  publisher  Larry 
Mayo,  who  was  named  vice  president 
and  division  manager  of  Community 
Newspaper  Holdings  Inc.,  the  Bir¬ 
mingham.  Ala.-based  owner  of  the 
Herald-Press.  Mayo  will  have  opera¬ 
tional  responsibilities  over  21  cnhi- 
owned  newspapers  in  Texas  and 
Oklahoma. 


OBITUARIES . 

Louis  Bailly,  80,  retired  editor  for  The 
San  Diego  Union,  died  Sept.  15  of  a  heart 
attack.  Bailly  began  his  career  with  the 
United  Press  in  Boston  and  worked 
briefly  at  a  San  Antonio  paper  before 
Joining  the  Union  in  July  1958,  where  he 
served  as  telegraph  editor  until  his  retire¬ 
ment  in  December  1983.  In  1966,  he  was 
elected  president  of  the  San  Diego  chap¬ 
ter  of  Sigma  Delta  Chi. 

Charles  F.  Finney,  78,  retired  editor 
and  publisher  of  the  Martinsville  (Ind.) 
Democrat,  died  Sept.  13.  Finney  was  edi¬ 
tor  and  publisher  for  20  years.  Finney  and 
his  brother  purchased  the  weekly  from 
their  parents  after  World  War  11,  and  he 
later  bought  his  brother’s  interest.  The 
paper  stayed  in  the  family  for  72  years 
until  Finney  sold  it  in  1968.  Finney  then 
worked  in  the  administrative  office  of  the 
Indiana  Employment  Security  Division 
until  his  retirement  in  1985. 

Robert  Musel.  90,  international  jour¬ 
nalist,  died  Sept.  8.  Musel  joined  United 
Press  in  1 927  as  a  copy  boy,  and  served  as 
a  UPl  senior  editor  long  past  normal 


retirement  age.  Musel  moved  to  London 
in  1943  as  a  war  correspondent  and 
remained  there  for  the  rest  of  his  life.  He 
covered  a  number  of  royal  weddings,  as 
well  as  the  funerals  of  King  George  VI, 
Winston  Churchill,  Charles  de  Gaulle,  and 
the  Duke  of  Windsor.  Musel  was  also  a 
song  lyricist,  penning  the  hit  “Band  of 
Gold.”  In  1993,  Broadcast  Music  Inc. 
established  the  Robert  Musel  Award  for 
the  year’s  most-performed  song. 

Marvin  W.  Reimer,  90,  former  pub¬ 
lisher  of  The  Sun  in  San  Bernardino, 
Calif.,  died  Sept  9.  Reimer  was  a  market¬ 
ing  executive  for  the  Los  Angeles  Times 
during  the  1950s  and  1960s.  serving  as 
advertising  director  when  the  Times  and 
its  sister  afternoon  paper  The  Mirror- 
News  were  competing  fiercely  with  two 
Hearst-owned  papers  for  advertisers  and 
subscribers.  Reimer  helped  the  papers 
gain  significant  market  share.  He  then 
became  publisher  of  The  Sun  in  1965 
when  the  paper  was  purchased  by  Times- 
Mirror  Co.  Reimer  stayed  on  until  his 
retirement  in  1974.  He  and  his  son  Jeff 
then  formed  Western  Colorprint,  which 
has  become  one  of  the  largest  suppliers  of 
Sunday  color  comics  and  related  advertis¬ 
ing  products  to  newspapers. 

AWARDS . 

Northwestern  University’s  Medill 
School  of  Journalism  and  Strong  Funds, 
co-sponsors  of  the  Financial  Writers 
and  Editors  Awards,  have  named  the 
1999  winners.  The  awards  recognize  the 
best  coverage  of  personal  finance  and 
investing  by  Midwestern  and  national 
newspapers  and  magazines.  This  year’s 
winners  in  the  newspaper  categorj'  were: 
best  financial  columnist  —  Gail  Marks 
Jarvis,  St.  Paul  (Minn.)  Pioneer  Press; 
best  overall  coverage  of  news  for  the 
investor  —  Chicago  Tribune,  Tim 
Franklin,  editor;  best  spot  news  on  a  per¬ 
sonal-finance  topic  affecting  investors  — 
Bill  Barnhart,  Chicago  Tribune;  best  fea¬ 
ture  on  a  personal-finance  topic  affecting 
investors.  Midwestern  —  Susan  Tompor. 
Detroit  Free  Press;  best  general  markets 
coverage  that  helps  investors  understand 
the  stock,  bond,  or  other  financial  mar¬ 
kets  —  Joel  J.  Smith  and  Melissa  Freddy, 
The  Detroit  News. 
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Knight  Ridder:  Local 
battles  will  win  the  Web  war 


FIRST  ROUND  OF  REGIONAL  PORTALS 

LAUNCHED  ON  TOP  OF  NEWSPAPER  WEB  SITES  BY  JENNIE  L.  PHIPPS 


Hoping  to  dominate 

the  regional  portal 
market,  Knight  Ridder 
New  Media  has  official¬ 
ly  launched  the  compa¬ 
ny’s  planned  nationwide  network.  In 
the  process,  the  San  Jose,  Calif.-based 
company  is  building  new  Web  sites  on 
top  of  its  existing  online  newspaper 
properties. 

“I’m  obsessed  about  being  the  No.  1 
property  of  Web  users  in  local  markets.” 
.said  Dan  Finnigan.  who  became  presi¬ 
dent  of  one  of  the  newspaper  industry’s 
leading  Internet  players  in  July. 
“National  reach  is  a  great  thing  to  have, 
but  the  game  is  going  to  be  won  locally.” 

The  first  official  Knight  Ridder  hubs 
are  BayArea.com,  Miami.com.  Broward, 
com,  and  TwinCities.com.  Also  making 
its  debut  was  RealCities.com,  the  national 
homepage  for  the  network.  Other  sites  in 
the  network,  like  DFW.com  in  the  Dallas- 
Fort  Worth  area,  are  also  up  and  running, 
or  are  in  beta  testing. 

Knight  Ridder  owns  newspapers  with 
their  own  Web  sites  in  many  of  these 
communities.  But.  Finnigan  said,  the 
newspaper  Web  site  is  not  enough. 

Knight  Ridder  local  portals  will  offer  an 
array  of  services,  including  links  to  news, 
local  directories,  community  publishing, 
and,  of  course,  e-commerce.  Finnigan  con¬ 
tends  it’s  vitally  important  to  be  first  in  each 
market  with  the  portal  service.  He  strongly 
believes  Amazon.com  and  eBay.com  con¬ 
trol  their  respective  markets  largely 
because  they  were  the  first  on  the  scene. 

“Ultimately,  my  goal  is  to  use  this 
network  to  solidify  my  local  franchise  as 
well  as  that  of  my  partners,”  Finnigan 
said.  “If  we  do  that  successfully,  we  can 
then  go  to  big,  national  distribution  part¬ 
ners  —  national  portals  —  and  be  their 
‘go-local’  button.” 

James  Marsh,  senior  publishing  ana¬ 
lyst  for  Prudential  Securities,  commends 
the  approach.  “You  need  a  lot  of  people 
on  the  ground  to  create  better  content 
that  people  care  about,”  he  said. 


“Nobody  is  better  positioned  than  news¬ 
papers  to  do  that.  Microsoft  failed  at  this 
[with  Sidewalk]  because  they  didn't  real¬ 
ize  that  they  were  going  to  have  to  sell  a 
$150  ad  to  the  local  locksmith.” 

Finnigan  said  Knight  Ridder  is  initial¬ 
ly  seeking  only  to  cover  costs  while 
building  relationships  —  in  some  cases 
with  competitors  of  Knight  Ridder’s 
newspapers.  “It’s  different  in  each  mar¬ 
ket.  but  this  is  a  quick,  turnkey  solution 
with  an  a-la-carte  menu  of  products  from 
which  partners  can  pick  and  choose,”  he 
said.  “If  they  choose  them  all,  they  can  be 
up  and  running  in  24  hours.” 

Each  site  features  local  Web  directo¬ 
ries,  search  functions,  community  pub¬ 
lishing,  e-commerce  marketplaces,  free 
e-mail.  24-hour  national  and  local  news, 
and  one-time  registration  services. 
Partnering  sites,  including  Knight 
Ridder’s  online  newspapers,  are  only  a 
click  away  from  the  portal’s  home  page. 

The  next  set  of  hubs  for  Knight 
Ridder  will  include  Phoenixaz.com  and 
Indy.com,  which  are  built  around  news¬ 
paper  and  TV  properties  owned  by  Belo 
of  Dallas  and  Central  Newspapers  Inc. 
of  Phoenix.  Finnigan  points  to  them  as  a 
model  for  partnerships  in  non-Knight 
Ridder  markets.  “We’re  flexible  enough 
to  make  these  partnerships  work,”  he 
said.  Real  Cities  plans  to  have  partner¬ 


ships  operational  in  30 
U.S.  cities  by  January. 

Belo’s  Burl  Osborne, 
president  of  the  publishing 
division,  said,  “We  joined 
Real  Cities  in  Dallas 
[DFW.com]  because  we 
think  it  offers  the  kind  of 
national  support  that  local 
media  companies  need  to 
succeed  in  their  own  markets. 
National  power  means  to  us 
national  ad  sales,  portal  func¬ 
tionality  we  need,  stronger  posi¬ 
tioning  in  the  interactive  industry, 
and  the  traffic  benefits  of  the  net¬ 
work  effect.” 

The  portals  also  will  place  con¬ 
siderable  emphasis  on  creating  a  local 
marketplace  where  small  advertisers  can 
build  their  own  sites,  which  will  allow 
them  to  offer  coupons  through  a  partner¬ 
ship  with  Prio.com,  Finnigan  said. 
“National  verticals  are  a  market,  but 
there  is  a  local  market  in  the  local  space 
and  reaching  it  plays  to  newspapers’  key 
strength,”  he  said. 

Finnigan  won’t  put  any  numbers  to 
his  revenue  goals,  but  he  will  talk  about 
traffic.  Currently,  Knight  Ridder  New 
Media  properties  reach  5.3%  of  all  U.S. 
Internet  users,  he  said.  The  goal  is  to 
double  that  to  10%  within  a  year. 

Prudential’s  Marsh  estimates  that  Real 
Cities  wilt  bring  in  $40  million  in  rev¬ 
enues  this  year.  Real  Cities  will  account 
for  5%  to  7%  of  Knight  Ridder’s  overall 
revenue  within  three  years,  he  predicts. 

Another  question  Finnigan  won’t 
answer  is  whether  he  is  ultimately  eyeing 
an  initial  public  offering.  “Like  all  the 
media  companies  in  this  space,  we’re 
looking  at  a  number  of  financing  options, 
but  we  haven’t  made  a  decision.”  he  said. 
Marsh  said  an  IPO  would  allow  the  com¬ 
pany  to  compete  on  a  level  playing  field. 


Phipps  (jennielp@bignet.net)  is  an  f re¬ 
lance  writer  and  editor  based  in 
Bloomfield  Hills,  Mich. 
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Insolate’  or  ‘insulate’? 

DICTIONARY.COM,  A  NEW  SITE  FROM  LEXICO  PUBLISHING,  DECIDES  BY  CHARLES  BOWEN 


Language  connects  us 

with  our  readers  at  a  basic 
level.  The  words  we  choose  to 
tell  our  stories  can  produce 
some  very  emotional  respons¬ 
es.  Anyone  who  doubts  that  has  never 
answered  the  phones  on  the  city  desk 
after  publication  of  an  unfortunate 
headline  or  an  embarrassing  lead  that 
reads  like  a  bad  translation  from  anoth¬ 
er  language. 

As  any  downtrodden  copy  editor  can 
tell  you,  responses  vary,  of  course: 

•  We  actually  might  get  away  with 
using  “insolate”  when  we  meant  “insu¬ 
late,”  even  though  the  words  are  nearly 
opposites. 

•  Readers  may  chuckle  at  our  expense  if 
we  say  something  will  "wet  their  appetites” 
or  “peak  (or  peek)  their  curiosity.” 

•  You  can  make  the  Jay  Leno  show’s 
“Headlines”  segment  with  an  unfortunate 
confusion  of  "prostate”  and  “prostrate.” 

•  However,  characterize  the  ravishing 
young  starlet  in  the  new  community 
theater  production  as  “ravenous”  or 
“ravaging.”  and  you  had  better  just 
plan  to  take  a  few  days  off  and  get  the 
heck  out  of  town. 

Moreover,  our  increasingly  savvy 


readership  probably  is  less  sympathetic 
than  ever  to  excuses  about  our  time  con¬ 
straints.  Readers  who  are  Web-active 
realize  that  powerful  new  dictionary 
resources  on  the  Internet  mean  we  don’t 
even  have  to  get  up  from  our  desks  to 
check  this  stutf  out.  On  a  more  positive 
note,  some  of  the  online  word  specialists 
are  so  good  that  they  them.selves  may  be 
good  subjects  for  stories.  Your  readers 
might  want  to  use  them  for  schoolwork. 
business,  even  recreation. 

Among  the  best  of  the  newer  Net 
offerings  is  Dictionary.com.  a  site  spon¬ 
sored  by  Los  Angeles-based  Lexico 
Publishing  Group.  It  provides  a  slick,  fast 
gateway  to  a  number  of  writing  tools.  In 
addition  to  its  meal  ticket  —  the  dictio¬ 
nary  —  the  site  also  links  to  “Roget’s 
Thesaurus.”  William  Strunk  Jr.’s  1918 
version  of  his  “The  Elements  of  Style.” 
and  John  Bartlett’s  1901  version  of  his 
“Familiar  Quotations.”  as  well  as  word 
games  and  discussion  forums. 

To  use  the  resource,  visit  the  introduc¬ 
tory  page  at  http://www.dictionary.com, 
where  a  “Look  Up”  data-entry  box  is  dis¬ 
played  in  the  upper  left  comer.  For  quick 
lookups,  enter  a  word  and  click  on  the  OK 
button.  The  site  then  displays  one  or  more 


&  Associates  founded  1990 

CONSULTANTS  TO  NEWSPAPERS 

■1  Worry  that  ad  reps  are  ad  takers,  not  sellers? 

We  can  help. 

■1  Sales  reps  balk  at  selling  niches,  ROP,  the  TV 
book,  single  sheets,  the  website  and  inserts? 

Manager  coaching,  rep  training,  special  incenting 
work  together  to  drive  multiple  product  sales. 

We'll  show  you  how. 

^9 

M  Finding  your  advertiser  new  business  chum 
becoming  as  worrisome  as  circulation  chum? 

We  can  help. 

■i  Are  you  planning  to  budget  for  sales  manager  and 
sales  rep  training  in  2000?  Or  talk  about  it  another 
year?  Consider  PC&A's  Sales  Training 

Academy™. 

entries  to  define  the  word,  along  with  pro¬ 
nunciation  keys,  word  history,  and 
derivation.  Important  words  in  the  defini¬ 
tions  are  hyperlinked  for  quick,  clickable 
cross-references.  Also  linked  are  the 
online  sources  of  each  entry,  which  you 
can  click  to  visit  directly. 

Dictionary.com  also  links  to  nontradi- 
tional  word  sources.  For  instance,  in  the 
introductory  screen’s  data-entry  box,  you 
also  can  type  computer  and  Internet 
terms,  chemical  elements,  biblical  names 
and  terminology,  even  countries  of  the 
world  and  U.S.  zip  codes. 

Another  useful  feature  of  the  site  is 
the  link  to  the  original  “Roget’s 
Thesaurus.”  As  with  the  dictionary,  the 
thesaurus  greets  you  with  a  data-entry 
box,  in  which  you  can  enter  a  word  or 
phrase.  Once  the  text  is  entered,  click  on 
the  OK  button  to  see  a  collection  of 
related  terms,  grouped  according  to  dif¬ 
ferent  shades  of  meaning  and  connota¬ 
tion.  Each  word  group  is  hyperlinked 
and  accompanied  by  a  “More”  link  to 
expand  the  list  of  available  words.  Also 
from  the  thesaurus’  introductory  page, 
you  can  examine  an  alphabetical  index 
of  words  or  browse  by  the  work’s  six 
broad  categories  into  which  Peter  Roget 
divided  the  English  language  in  his 
original  1852  work. 

Other  considerations  for  using  these 
resources  in  your  writing  and  editing: 

INeed  dictionaries  in  other  languages? 

The  main  Dictionary.com  page  has  an 
“Other  Languages”  link.  Click  on  it  to 
reach  a  screen  where  you  can  seek  fast 
translations  of  words  to  and  from 
German.  Greek,  Latin,  or  Spanish.  The 
page  also  has  a  link  to  a  gateway  for  some 
600  other  dictionaries  in  150  other  lan¬ 
guages  elsewhere  on  the  Net. 

2  If  you  have  the  time  and  inclination 
to  talk  about  words  and  their  mean¬ 
ings  and  usage  with  other  wordsmiths, 
click  the  site’s  link  to  the  Dictionary 
Forum  (or  go  directly  to  http://www 
.delphi.com/dictionary/start).  Etymol¬ 
ogy  is  served  up  daily  here,  as  well  as 
esoteric  grammatical  discussions  and 
word  stories  from  other  languages. 

3  For  material  to  pass  along  to  your 
readers,  check  Dictionary.com’s 
“Word  of  Day”  feature  and  its  link  to 
“Fun  and  Games.”  ■ 
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Editorial  cartoonist  moves 
from  page  to  political  stage 

A  FORMERLY  SYNDICATED  ARTIST  JOINS 

ORRIN  HATCH’S  LONG-SHOT  WHITE  HOUSE  BID  BY  DAVID  ASTOR 


Most  editorial  cartoon¬ 
ists  belabor  politicians. 
One  is  laboring  for  a 
politician. 

Since  early  summer, 
Marie  Woolf  has  served  as  full-time  art 
director  and  Web  administrator  for  the 
presidential  campaign  of  Sen.  Orrin 
Hatch.  R-Utah.  Her  many  tasks  include 
everything  from  designing  bumper 
stickers  to  developing  the  campaign’s 
elaborate  Web  site  (http://www.orrin- 
hatch.  org),  for  which  she  also  does  a 
weekly  editorial  cartoon. 

“It’s  1 6  to  18  hours  a  day,  seven  days  a 
week,  but  it’s  the  most  rewarding  thing 
I’ve  done  in  my  life,”  said  Woolf,  whose 
cartoons  were  syndicated  by  Chicago 
Sun-Times  Features.  She  also  contributed 
to  the  Alameda  Newspaper  Group  and 
The  Deseret  News  of  Salt  Lake  City. 

It  was  a  1997  Deseret  News  cartoon 
that  led  to  Woolf’s  current  job.  Hatch 
requested  an  original  of  the  drawing  — 
which  showed  him  expressing  indigna¬ 
tion  with  U.S.  Attorney  General  Janet 
Reno.  Soon  after.  Woolf  invited  Hatch  to 
speak  at  the  Association  of  American 
Editorial  Cartoonists  convention.  Then, 
over  the  next  two  years,  Woolf  and 
Hatch  developed  a  friendship.  Woolf 
even  designed  covers  for  CDs  that  Hatch 
wrote  lyrics  for. 

Meanwhile,  Woolf  stopped  doing  edi¬ 
torial  cartoons  for  print  newspapers 
while  still  doing  them  for  her  own  Web 
site  (http://www.mwoolf.com).  She  also 
created  the  “Mimi”  strip,  which  two  syn¬ 
dicates  were  thinking  of  distributing 
when  Woolf  received  the  offer  to  work 
for  Hatch.  The  comic  is  now  on  hold. 

Why  did  Woolf  decide  to  help  the  long- 
shot  candidate?  She  said  she  admires 
Hatch  for  taking  positions  that  aren’t 
always  popular,  and  for  being  willing  to 
work  with  Democrats  on  certain  issues. 

The  Californian,  a  registered  indepen¬ 
dent  who  left  the  Democratic  fold  when 
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President  Clinton  was  impeached,  added 
that  she  and  Hatch  share  similar  views. 

And  Woolf  said  working  in  a  cam¬ 
paign  gives  her  political  knowledge  she 
couldn’t  get  as  a  cartoonist. 

“It’s  like  being  paid  for  a 
great  education.”  observed 
Woolf,  whose  salary  com¬ 
pares  to  what  an  editorial 
cartoonist  makes  on  a 
major  daily. 

Woolf  added  that  doing 
campaign  work  makes  her 
more  sensitive  to  how  some 
editorial  cartoonists  stereo¬ 
type  politicians.  She  said 
she  finds  Hatch  to  be  a  warm  and  witty 
person,  but  recalls  that,  before  meeting 
the  senator,  she  did  cartoons  depicting 
him  as  sort  of  a  humorless  preacher.  “He 
didn’t  hold  it  against  me,”  Woolf  laughed. 

Hatch  couldn’t  be  reached  for  com¬ 
ment.  His  Utah  campaign  coordinator, 
Spencer  Stokes,  praised  Woolf  —  noting 
that  it’s  rare  for  one  person  to  possess 
cartoon,  design,  and  cyber  skills. 

Stokes  added  that  the  Hatch  site  drew 
320,0(X)  hits  in  its  first  seven  weeks.  “The 
editorial  cartoons  give  us  something  peo¬ 
ple  really  want  to  come  back  to,”  he  said. 


Woolf  (profiled  in  E&P,  April  6, 
1 996,  p.  40)  is  uncertain  about  her  post¬ 
campaign  plans.  But  if  she  tries  to 
become  a  newspaper  editorial  cartoonist 
again,  will  working  for  a 
politician  hurt  her  chances? 

Woolf  said  some  papers 
might  not  approve,  but  oth¬ 
ers  would  value  the  perspec¬ 
tive  she  gained.  She  added 
that  a  number  of  Op-Ed 
columnists  move  between 
politics  and  journalism. 

This  happens  less  with 
cartoonists,  though  Jeff 
Shesol  did  end  his 
“Thatch”  comic  to  become  a  Clinton 
administration  speechwriter  last  year 
(E&P,  Feb.  21,  1998,  p.  36). 

Phil  Haslanger,  managing  editor  and 
former  editorial-page  editor  of  The  Cap¬ 
ital  Times  in  Madison,  Wis.,  said  he 
wouldn’t  automatically  disqualify  a  car¬ 
toonist  seeking  a  newspaper  job  after 
working  in  politics. 

“Cartoonists  and  columnists  express 
opinions.  It’s  a  whole  different  arena  than 
covering  politics  as  a  reporter,”  he  noted. 
“But  Tm  concerned  with  the  revolving 
door  between  politics  and  journalism.”  ■ 


Marie  Woolf 


New  president  for  NFC 


Syndicate  executive  Sid  Goldberg 
will  succeed  newspaper  editor  Jane 
Amari  as  Newspaper  Features  Council 
president  this  week,  which  illustrates  the 
NFC’s  unusually  heterogenous  nature. 

The  44-year-old  group  includes  not 
only  syndicate  and  newspaper  people, 
but  cartoonists,  columnists,  and  others 
connected  to  the  features  biz. 

“I  think  it’s  the  only  forum  where 
you  have  all  the  elements  of  our  indus¬ 
try  get  together  to  talk  and  exchange 
ideas,”  said  Goldberg,  senior  vice 
president  and  general  manager  of 


United  Media. 

This  year,  these  elements  will  gather 
in  Vancouver,  British  Columbia.  The 
main  event,  on  Sept.  29,  includes  a  lun¬ 
cheon  speech  by  John  Gray,  author  of 
the  best-selling  “Men  Are  From  Mars. 
Women  Are  From  Venus”  and  a  Los 
Angeles  Times  Syndicate  (LATS)  col¬ 
umn. 

There  will  also  be  a  session  featuring 
Op-Ed  columnists  of  various  political 
persuasions,  including  Arianna  Huffing- 
ton  and  Matt  Miller  of  LATS. 

Another  panel  will  consist  of  four 

www.mediainfo.com 


ToUi  CocM^ 


oiF  11©99S 

WELL...  NOW^^ 
THERE'S  AN  \ 
ALBATROSS  OF 
I^EVER-EHOlNcS 
RESPONSIBlLlTr. 


CREATORS  SYNDICATE 

5777  W.  Century  Blvd.,  Suite  700  •  Los  Angeles.  CA  90045  •  Tel.  (310)  337-7003  •  FAX  (310)  337-7625 
www.creators.com  •  E-mail:  cre8ors@aol.com 


A  brand-new  V 
W  weekly  package  * 
r  celebrating  life  and 
successful  aging 
from 

Copley  News  Service. 
Call  for  details 
and  samples. 


news  service 

Call  today.  800-238-6196. 
www.copleynews.com 


synclicates 


the  paper  before 
joining  the  news 
service,  which  has 
650  clients  in  over 
40  countries. 

Nassivera,  ex¬ 
editor  of  the 
Times'  “City” 
section,  is  the 
first  executive 
editor  at  the  syn¬ 
dicate  since  New 
York  Times  Syn¬ 
dication  Sales  Corp.  President/Editor  in 
Chief  Gloria  Brown  Anderson  held  the 
position  earlier  this  decade. 


always  want  to  Join  another  organization. 

The  NFC,  (203)  661-3386,  is  based  in 
Greenwich,  Conn.,  with  Corinta  Kotula 
serving  as  executive  director. 

Outgoing  NFC  President  Amari,  executive 
editor  of  The  News  Journal  in  Wilmington, 
Del.,  couldn’t  be  reached  for  comment. 

—  David  Astor 


artists:  editorial  cartoonist  and  1999 
Pulitzer  Prize-winner  David  Horsey  of  the 
Seattle  Post-Intelligencer  and  North 
America  Syndicate;  “The  Boondocks” 
creator  Aaron  McGruder  of  Universal 
Press  Syndicate;  “Zippy  the  Pinhead”  cre¬ 
ator  Bill  Griffith  of  King  Features 
Syndicate;  and  “Sylvia”  creator  Nicole 
Hollander  of  cats. 

And  there  will  be  a  session  covering 
the  Web  and  its  impact  on  newspaper 
features. 

Speaking  of  the  Internet,  Goldberg  said 
he  would  like  the  NFC  to  start  a  site  during 
his  tenure  as  president.  He  would  also  like 
the  frequency  of  the  NFC  newsletter  to 
increase  from  the  current  once  a  year. 
And.  last  but  not  least,  Goldberg  wants  to 
see  an  increase  in  membership  —  which 
now  stands  at  about  80,  including  execu¬ 
tives  from  all  the  major  syndicates. 

Goldberg  said  one  reason  there  isn’t 
more  membership  is  that  newspaper  edi¬ 
tors,  cartoonists,  and  columnists  have 
their  own  groups  —  and  they  don’t 


Features  focus  of 
Canadian  confab 


Joan  Nassivera 


A  popular  cartoonist  and  two  “X”  men 
will  speak  at  the  Sept.  29-C)ct.  2  American 
Association  of  Sunday  and  Feature  Edi¬ 
tors  (AASFE)  convention,  which  follows 
the  Newspaper  Features  Council  meeting 
in  Vancouver,  British  Columbia. 

“For  Better  or  For  Worse”  creator  Lynn 
Johnston  of  United  Media  will  talk,  as 
will  “X-Files”  creator  Chris  Carter, 
“Generation  X”  author  Doug  Coupland, 
and  Children’s  Defense  Fund  President 
Marian  Wright  Edelman.  Workshops  will 
cover  arts/entertainment  journalism  and 
many  other  topics. 

AASFE  President  Betsy  Cantler,  assis¬ 
tant  managing  editor/features  at  The  Post 
and  Courier,  Charleston,  S.C.,  also 
expects  informal  discussion  of  the  contin¬ 
uing  trend  to  integrate  news  and  feature 
departments  —  and  how  to  make  this 
integration  less  tense  at  newspapers. 

The  group  (http://www.aasfe.org)  has 
almost  500  members.  —  David  Astor 


Top-40  tune  for 
40  Heioise  years 


Columnists  want  syndicate  salespeople 
to  find  lots  of  clients  for  them.  Getting 
sung  to  is  a  bonus. 

At  a  Sept.  22 
luncheon  marking 
the  40th  anniver¬ 
sary  of  “Hints  from 
Heloi.se,”  King 
Features  Syndicate 
salespeople  sere¬ 
naded  Heioise  with 
new  lyrics  to  the 
old  Beatles  tune  of 


SUCCESSFUL  AGINB  PACKAGE 


Heioise 

“1  Want  to  Hold 

Your  Hand.”  Sample  stanza:  “Oh  yeah  I’ll 
tell  you  something/I  think  we’re  all  con- 
vinced/When  1  say  that  something/1  wanna 
hear  your  hints.  ...” 

The  New  York  event  —  a  surprise  for 
Heioise  —  also  featured  spoken  tributes 
from  top  executives  at  King,  Hearst  Corp., 
and  Good  Housekeeping  magazine,  for 
which  Heioise  writes  a  monthly  column. 
Her  syndicated  column  appears  in  over 
500  newspapers. 

Heioise  began  “Hints”  in  1959,  and  her 
daughter  took  over  in  1977.  Since  then, 
the  second  Heioise  has  started  “drop-in” 
hints  for  classified  sections,  launched  her 
own  Web  site  at  http://www.heloise.com, 
written  numerous  books,  and  more. 

“A  40-year-old  feature  in  today’s  news¬ 
paper  business  isn’t  easy  to  sell,”  said 
Heioise.  “I’m  doing  my  best  to  stay  ahead 
of  the  curve  and  put  new  things  in.” 

—  David  Astor 


NYT  wire  and  syn 
pick  exec  editors 


Laurence  Paul 
was  named  exec¬ 
utive  editor  of  the 
New  York  Times 
News  Service 
and  Joan  Nass¬ 
ivera  was  named 
executive  editor 
of  the  New  York 
Times  Syndicate. 

Paul,  formerly 
the  news  service’s 
deputy  editor,  suc¬ 
ceeds  Susan  Edgerley,  who  was  appointed 
deputy  metro  editor  of  The  New  York 
Times.  Paul  worked  in  several  positions  at 


Laurence  Paul 
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See  produces  1 0K 
in  honey  for  NIE 

The  Fresno  (Calif.)  Bee  spotlighted 
local  businesses  Sept.  9  with  a  special 
Literacy  Day  promotion  aimed  at  raising 
money  for  the  Bee's  Newspapers  In 
Education  (NiE)  program. 

The  “Help  A  Kid  Read”  program  set 
aside  space  in  a  special  section  to  thank 
local  businesses  that  donated  $100  or 
more  apiece  to  the  NIE  effort  by  reprint¬ 
ing  the  signatures  of  each  contributor. 
Newspap)er  officials  said  the  special  sec¬ 
tion  raised  about  $10,0(X)  in  donations. 

AAF  honors  seven 
for  achievements 

The  American  Advertising  Federation 
in  Washington  has  named  seven  young 
advertisers  and  media  executives  to  its 
Advertising  Hall  of  Achievement. 

Honored  were  Ian  Rowden  of  the 
Coca-Cola  Co.;  Kevin  O’Connor  of 
Doubleclick  Inc.;  Christy  Haubegger  of 
Latina  magazine;  Matthew  Ross  of  IBM 
Brand,  Ogilvy  &  Mather  Worldwide; 
Gilbert  Davila  of  Sears,  Roebuck  and 
Co.;  Philippe  Krakowsky  of  Young  & 
Rubicam  Inc.;  and  William  McKendry  of 
Hanon  McKendry. 

Fort  Wayne  sells 
classifieds  24/7 

Fort  Wayne  Newspapers  Inc.,  the 
joint  operating  agency  of  The  Journal 
Gazette  and  The  News-Sentinel  in 
Indiana,  has  implemented  a  24-hour-a- 
day  automated  classified  advertising 
system  called  Classified  Express,  offi¬ 
cials  said  last  week. 

The  new  program,  launched  last  sum¬ 
mer,  allows  readers  to  place,  cancel, 
edit,  or  renew  classified  ads  in  either 
newspaper  by  phone,  and  has  averaged 
about  100  calls  a  week. 

“We  live  in  a  busy  world,”  said  Gary 
Books,  advertising  sales  manager  for  the 
agency.  “It’s  often  hard  for  customers  to 
find  time  during  the  day  to  place  a  clas¬ 
sified  ad.  We’re  making  it  easier.” 

Callers  using  the  new  Classified 
Express  are  guided  throughout  the 
process  by  a  voice  system  that  confirms 
information  and  accepts  credit-card  pay¬ 
ments  securely. 


O’Neill  named 
E&P  publisher 

DENNIS  O’NEILL,  former  vice  president  of  sales 
and  advertising  for  the  Editor  &  Publisher  Co.,  has  been 
named  to  the  new  position  of  vice  president,  publisher. 

O’Neill’s  Sept.  20  promotion  follows  the  recent  acquisi¬ 
tion  of  the  E6fP  Co.  by  BPI  Communications  Inc.,  which 
has  added  E6?P  to  its  growing  Adweek  Magazines  group. 

In  his  new  post,  O’Neill  will  oversee  management  of 
the  weekly  flagship  Editor  &  Publisher  magazine  as  well 
as  mediainfo.com,  a  six-times-a-year  supplemental  maga¬ 
zine  covering  the  online  news  industry;  Free  Paper  Pub¬ 
lisher,  a  monthly  magazine  covering  the  free  community 
newspaper  industry;  the  Efii’P  Interactive  Web  site;  and  E6?P’s  directories,  con¬ 
ferences.  and  electronic  publishing  businesses. 

“He  has  an  excellent  grasp  of  the  business  and  considerable  leadership  abili¬ 
ties,”  said  Mark  Dacey,  Adweek  Magazines  president. 

O’Neill  believes  that  BPl’s  vast  resources  can  help  EiS’P  expand  its  services  in 
several  ways.  “I’m  very  excited  about  this  new  position,”  O’Neill  said.  “There  will 
be  all  kinds  of  new  opportunities  for  advertisers  to  buy  in  the  Adweek  division.” 

O’Neill,  42,  joined  the  E&P  in  1995  as  head  of  its  newly  formed  New  Media 
Division,  where  he  led  the  acquisition  of  the  Interactive  Newspaper  Conference 
and  spearheaded  the  launch  of  such  products  as  the  E6?P  Interactive  Web  site  and 
its  bimonthly  print  counterpart.  He  was  promoted  to  vice  president  for  sales  and 
advertising  in  1997.  Since  then,  he  has  been  responsible  for  the  sale  of  all  print  and 
electronic  advertising,  CD-ROM  products,  and  conference  sponsorships. 

Previously,  O’Neill  was  president  and  CEO  of  TV  Update  Inc.  of  Pearl  River, 
N.Y.,  after  orchestrating  the  buyout  of  TV  Update  from  E.W.  Scripps  Co.’s 
United  Media. 

From  1982  to  1990,  he  was  general  manager  of  Scripps’  TV  Update,  pro¬ 
ducer  of  listings  for  more  than  100  daily  newspapers,  with  oversight  of  all 
sales  and  advertising  activities. 

O’Neill  was  a  senior  financial  auditor  for  the  Chase  Manhattan  Bank  in  New 
York  from  1979  to  1982.  —  Joe  Strupp 


Dennis  O’Neill 


CNC  papers  to  run 
recruiting  section 

The  Community  Newspaper  Co. 
in  Needham,  Mass.,  will  run  a  five- 
week  advertising  and  marketing  pro¬ 
gram  aimed  at  helping  companies 
recruit  and  retain  employees  into  the 
new  millennium. 

“Choices  2000  —  Careers  and 
Companies  in  the  New  Millennium”  will 
run  from  Sept.  27  to  Oct.  30,  with  a 
career  fair  in  Waltham,  Mass.,  slated  for 
Sept.  27.  Organizers  said  the  program 
will  include  a  special  magazine-style 
section  on  employment  opportunities, 
trends,  and  the  changing  face  of  the 
work  force. 


Times  Mirror  buys 
stake  in  Alternate 

Times  Mirror  Co.  completed  a  minority 
investment  in  Alternate  Marketing  Net¬ 
works  Inc.  of  Grand  Rapids,  Mich,  last 
week  by  acquiring  350,000  shares  of  com¬ 
mon  stock  from  Alternate  itself  and 
340,(XX)  shares  of  common  stock  from 
Edelson  Technology  Partners  II,  officials 
announced. 

The  total  investment  gives  Times 
Mirror  approximately  16%  of  Alternate 
Marketing  Networks’  outstanding  com¬ 
mon  stock.  As  part  of  the  investment. 
Times  Mirror  will  gain  two  seats  on  the 
company’s  board  of  directors,  which  has 
been  expanded  from  four  to  five  seats. 
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Ferag,  New  York  Daily  News  in 
settlement  negotiations  —  maybe 

THIS  TIME  OUT,  NEWSPAPER  FOUND  ITSELF  ON 

THE  OTHER  SIDE  OF  A  BREACH-OF-CONTRACT  LAWSUIT  BY  JIM  ROSENBERG 


JUST  SHY  OF  A  YEAR  since 
Ferag  Inc.  filed  suit  against  the 
owners  of  New  York’s  Daily 
News,  the  matter  remains  in 
litigation  limbo  pending  the 
outcome  of  negotiations  that  even  the 
paper’s  chief  legal  officer  is  not  sure  are 
taking  place. 

The  U.S.  affiliate  of  Swiss  equipment 
manufacturer  Ferag  AG  sued  the  Daily 
News  for  breach  of  contract  for  failing  to 
pay  for  what  the  paper  alleges  is  defec¬ 
tive  equipment  that  failed  to  perform  as 
Ferag  promised.  Court  papers’  descrip¬ 
tion  of  equipment  “designed  to  stack, 
roll,  tie,  bar  code,  label,  and  wrap  news¬ 
papers  in  bundles  for  delivery”  suggests 
the  newspaper’s  complaint  relates  to  or 
at  least  includes  Ferag’s  RollPack, 
installed  in  the  Daily  News'  plant. 

The  squabble  with  Ferag  came  on  the 
heels  of  the  paper's  dismissed  breach-of- 
contract  lawsuit  against  Rockwell  Inter¬ 
national  and  Goss  Graphic  Systems  for 
alleged  misinstallation  and  malfunction¬ 
ing  of  its  Goss  Newsliner  press  —  its 
early-version  keyless  inker  in  particular 
(E&P,  Nov.  22.  1997,  p.  26;  June  20, 
1998,  p.  82).  The  Daily  News  installations 
were  the  first  Newsliner  anywhere  and 
the  first  RollPack  in  the  United  States. 

Reporting  that  his  paper’s  RollPack 
units  are  off  line,  a  Daily  News  produc¬ 
tion  staffer  confirmed  that  the  machines 
have  not  been  used  for  more  than  a  year. 

The  Daily  News  contracted  four  years 
ago  to  install  RollPack  machines  on  nine 
of  its  27  packaging  lines  at  a  price  of  $  1 5 
million.  With  financing  arranged  by 
Ferag,  the  paper  made  its  initial  $3-mil- 
lion  payment  upon  installation  in  May 
1996,  followed  by  24  of  the  60  monthly 
installments  to  have  been  made  on  the 
balance  at  10%  annual  interest.  In  July 
1998,  it  stopped  making  payments,  still 
owing  just  under  $7.7  million,  according 
to  documents  filed  in  the  case. 

Ferag  Inc.,  Bristol,  Pa.,  sued  for  the 
balance  owed  plus  interest  in  the  U.S. 
District  Court  for  the  Eastern  District  of 
Pennsylvania,  in  nearby  Philadelphia. 


Within  weeks.  Daily  News  L.P.  moved  for 
dismissal,  arguing  that  the  events  in  ques¬ 
tion  occurred  in  another  judicial  district. 

In  January,  Judge  Charles  R.  Weiner 
agreed  partly  with  Daily  News  L.P.  — 
finding  that  the  contract  was  for  purchase 
and  installation  in  another  district  rather 
than  the  design  and  manufacture  that 
took  place  within  his  district.  He  further 
pointed  to  an  appeals  court  finding  that 
“failure  to  remit  payment  ...  occurs 
where  the  defendant  is  located  when  it 
fails  to  remit  the  payment.” 

But  rather  than  dismiss  the  case. 
Weiner  wrote  that  justice  would  be 
served  by  transferring  the  case  from  its 
“inappropriate”  venue  to  the  District  of 
New  Jersey.  Daily  News  L.P.  is  a 
Delaware  limited  partnership  that  pub¬ 
lishes  a  New  York-based  newspaper 
printed  in  and  distributed  from  a  produc¬ 
tion  plant  in  Jersey  City,  N.J. 

While  the  two  sides  commenced  settle¬ 
ment  negotiations.  Ferag  moved  for  re¬ 
consideration  of  the  ordered  venue 
change.  It  was  rebuffed  in  May,  and  a 
month  later  the  judge  dismissed  the  suit 
without  prejudice,  “pending  endorsement 
of  final  settlement  agreements.” 

Daily  News  executive  vice  president 
and  chief  legal  officer  Martin  Krall  would 


Ferag’s  RollPack  creates  coreless  rolls 
of  wrapped  and  labeled  newspapers, 
combining  the  functions  of  several 
machines. 

say  only  that  it  is  “not  clear”  whether  the 
two  sides  are  currently  discussing  terms 
of  a  settlement,  and  that  the  case  will 
revert  to  federal  court  in  Newark,  N.J., 
only  if  a  settlement  cannot  be  negotiated. 

Neither  the  lawyers  for  the  paper  at 
Krall’s  New  York  firm,  Greenberg,  Trau- 
rig,  nor  those  representing  Ferag  at  Phil¬ 
adelphia’s  Montgomery  McCracken 
Walker  and  Rhodes  returned  calls.  Walter 
Wild.  Ferag’s  executive  senior  vice  pres¬ 
ident,  was  traveling. 

Introduced  in  1992.  RollPack  pro¬ 
duces  rolled  bundles  that  look  like  a 
store-bought  paper-towel  roll  wrapped  in 
plastic,  except  that  the  coreless,  fanning 
method  of  packaging  means  that  single 
copies  can  be  pulled  from  the  center  with¬ 
out  removing  the  wrapper. 

Other  advantages  cited  by  Ferag  in¬ 
clude: 

•  It  reduces  the  high  cost  of  machinery, 
space,  staffing,  and  maintenance  a.s.sociat- 
ed  with  traditional  stacked  and  tied  bun¬ 
dles  by  replacing  the  stacker,  strapper, 
topsheet  applicator,  turning  devices,  bun- 


44  EDITOR  a  PUBLISHER  SEPTEMBER  25.  1999 


www.mediainfo.com 


die  convergers,  and  much  of  the  conveyor. 

•  It  maintains  copy  movement.  Ferag  de¬ 
scribed  a  RollPack  machine’s  product  as 
“simply  a  rolled-up  section  of  copystream.” 

•  One  roll  can  handle  any  volume,  from 
one  copy  to  2,500  broadsheet  pages. 

•  Labels,  even  point-of-sale  advertising 
posters,  can  be  inserted  in  one  step  into 
rolls. 

•  Because  the  length  of  rolls  doesn’t 
change,  regardless  of  the  number  of  copies, 
rolls  are  easy  to  palletize. 

•  RollPack  produces  less  waste  than  tradi¬ 
tional  bundles’  strapping  and  kraft  paper. 

•  Because  strapping  is  never  broken  to 
get  at  newspapers,  copies  cannot  scatter 
in  a  delivery  vehicle. 

Acceptance  of  the  product  has  been 
slow  since  installation  of  the  first  units  at 
newspapers  in  Denmark  and  Germany  in 
1993.  At  the  latter,  it  replaced  all  stackers. 
A  year  later,  two  more  German  plants 
installed  RollPack  units.  In  1995,  the 
Italian  printer  of  Milan  and  Turin  dailies 
bought  two  machines.  The  next  year,  the 
printer  of  the  Canberra  Times  and  other 
Australian  papers  bought  RollPack.  By 
the  time  the  Daily  News  installed  its 
RollPack  units,  two  others  had  been  sold 
to  a  second  Danish  newspaper  printer. 

England’s  Derby  Evening  Telegaph 
tried  RollPack  in  online  production  three 
years  ago  for  about  six  months  to  handle 
the  odd  counts  of  15  or  fewer  copies  that 
conventional  stackers  could  not  count, 
according  to  production  chief  Andrew 
Latham.  “We  devised  a  different  system 
after  that,”  he  remarked.  “It  was  one  of 
the  first  RollPack  systems  out,  and  it  just 
didn’t  suit  our  needs.” 

Elsewhere  in  England,  however.  News 
International’s  Knowlesly  operation  ac¬ 
quired  RollPack  more  than  two  years  ago 
and  continues  using  the  machines.  ■ 

Ferag’s  first  U.S. 
EasyStrap  35  sale 

The  Virginian-Pilot,  Landmark  Com¬ 
munications  Inc.’s  Norfolk-based  daily,  is 
the  first  U.S.  buyer  of  Ferag  Americas’ 
EasyStrap  35.  The  198,884-circulation 
daily  will  install  five  of  the  new  strappers 
in  its  Virginia  Beach  plant. 

Among  reasons  given  for  the  machine’s 
selection  were  its  design  simplicity,  absence 
of  heat  and  smoke,  and  use  of  almost  any 
strapping  material.  Instead  of  sealing  strap¬ 
ping  with  a  hot  knife,  the  EasyStrap  uses 
ultrasonic  cold-welding.  Hundreds  of  the 


machines  have  been  sold  overseas,  accord¬ 
ing  to  Ferag,  which  introduced  the  35-  and 
45-bundle-per-minute  models  to  the  United 
States  last  year  {E&P,  April  24,  p.  88). 

Ferag  also  is  supplying  a  pair  of  UTR 
conveyors  for  The  Gazette's  new  suburban- 
Montreal  production  and  packaging  plant. 
The  144,123-circulation  paper’s  existing 
Ferag  inserters  will  be  relocated  to  the 
plant,  where  Ferag  will  modify  the  system 
so  that  each  line  can  run  60,000  copies  per 


hour  on  line,  with  up  to  seven  inserts. 
Ferag’s  Integrated  Control  System  will  co¬ 
ordinate  the  entire  pwstpress  operation. 

For  its  new  plant,  across  the  Susquehan¬ 
na  River  from  Harrisburg,  Pa.,  The  Patriot- 
News  purchased  a  pair  of  single-copy  con¬ 
veyors  and  six  stacker  infeed  assemblies. 
Ferag  will  re-engineer  the  101,422-circula¬ 
tion  daily’s  Variodisc  winding  and  unwind¬ 
ing  equipment  to  conform  to  the  new 
plant’s  layout  and  operations.  ■ 
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OnePages 

from  KRT 


Yak's  Corner  —  A  full-page  version  of  our 
popular  children's  feature  gives  young  readers 
more  lively,  targeted  content,  including  games, 
puzzles,  educational  stories,  jokes,  fun  facts  and 
cool  interactivity.  Perfect  for  your  NIE  program. 


Soul  &  Spirit  —  A  new  page  that  explores 
faith  and  spirituality,  alternatives  to  organized 
religion  and  religious  media  reviews.  Columnists 
cover  the  ethical  and  religious  perspective  on 
current  events  as  well  as  offer  tales  of 
individual  spiritual  journeys. 


Download  a  free  sample  of  these  KRT  OnePages  at 
www.krtdirect.com/onepages. 

Contact  your  TMS  representative  at  800-245-6536  for  details. 
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To  be  competitive, 
you  need  to  get  your 
hands  on  powerful  advertising 
intelligence.  CMR  delivers  the 
information  agencies  and  buying  services 
use,  allowing  you  to  better  compete  with 
TV,  radio,  direct  mail  and  weeklies. 


Over  500  newspapers  measured. 

Every  ad  in  every  edition,  zone,  section,  insert 
and  preprint.  Plus  alternatives,  magazines,  auto  traders, 
real  estate  books  -  every  print  competitor  you  identify. 

An  insider’s  perspective.  Our  established  newspaper  relationships  assure 
that  the  information  is  accurate  and  up-to-date.  Plus,  in-market  representatives 
see  that  we  start  with  complete  and  current  newspapers,  direct  mail  and  weeklies. 

The  information  is  just  part  of  the  story.  Our  regional  teams  support  only 
newspapers,  so  they  understand  your  business.  They’ll  identify  new  revenue  opportunities. 
Present  new  ideas.  And  help  you  compete  against  other  media. 

Get  a  grip  on  your  market  with  CMR  today.  Tap  your  market’s  full  potential  and 
focus  on  your  strengths.  CMR.  We  deliver  to  the  newspaper  industry. 


Visit  us  at  www.cmr.com  or  call  888-267-4555.  Competitive  Media  Reporting  is  a  VNU  Marketing  Information  Services  company. 
©1998  Competitive  Media  Reporting 
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Sites  add 
Burt  software 

The  Fresno  (Calif.)  Bee  will  integrate 
Burt  Technologies’  LineManager  with  the 
PackagingManager  and  DistributionMana- 
ger  modules  it  already  implemented  as  part 
of  the  Burt  System  NT.  The  Denver  Rocky 
Mountain  News  also  added  LineManager  to 
its  full  suite  of  Burt  applications.  Line- 
Manager  integrates  Burt’s  system  with  var¬ 
ious  manufacturers’  downstream  controls. 

Two  other  sites  running  Burt  System 
NT  software.  The  Baltimore  Sun  and  The 
Atlanta  Journal-Constitution,  are  adding 
more  components,  including  Distribution- 
Manager  for  preparing  trip,  drop,  and  car¬ 
rier  manifests. 

The  system’s  PackagingManager  and 
PostalManager  modules  were  implement¬ 
ed  at  Metro  Marketing  Associates,  Eagan, 
Minn.  The  software  allows  administration 
and  production  at  the  direct-mail  sub¬ 
sidiary  of  the  Star  Tribune,  Minneapolis,  to 
share  its  comprehensive  database  for  im¬ 
proved  communication  and  coordination. 

The  Evergreen,  Colo.,  developer  earlier 
licensed  its  system  to  ANG  Newspapers, 
Alameda,  Calif.;  California  Community 
News,  Los  Angeles;  The  Commercial  Ap¬ 
peal,  Memphis;  The  Denver  Post;  Eau 
Clair  (Wis.)  Press  Co.;  Harte-Hanks’  Pen- 
nySaver,  Brea,  Calif.;  Milwaukee  Journal 
Sentinel;  The  Macomb  Daily,  Mount 
Clemens,  Mich.;  The  Oakland  Press, 
Pontiac,  Mich.;  Observer  Publishing  Co., 
Washington,  Pa.;  and  Philadelphia 
Newspapers  Inc. 

TMSI  spring  sales 

Second-quarter  sales  by  Total  Mailroom 
Support  Inc.,  Middleburg  Heights,  Ohio, 
put  Compass  180  stackers  into:  Thomson 
Newspapers’  The  News-Star,  Monroe,  La., 
The  Dothan  (Ala.)  Eagle,  and  The  Post- 
Crescent,  Appleton,  Wis.;  Newhouse 
Newspapers’  The  Ann  Arbor  (Mich.)  News 
and  Cleveland  Plain  Dealer,  Gannett’s  St. 
Louis  Offset;  The  Blade,  Toledo,  Ohio; 
The  Gazette,  Colorado  Springs,  Colo.;  and 
The  Citizen’s  Voice,  Wilkes-Barre,  Pa. 

The  Toledo,  Dothan,  Appleton,  Colo¬ 
rado  Springs,  and  St.  Louis  sites  also 
ordered  Navigator  beltstream  conveyors, 
as  did  The  Portsmouth  (Ohio)  Daily  Times; 
Bloque  De  Armas  publications  (Meridi- 
ano),  Caracas,  Venezuela;  and  Montgom¬ 
ery  Newspapers,  Fort  Washington,  Pa. 

TMSI  reconditioned  stackers  and  filled 
orders  for  stack  and  bundle-distribution 
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equipment  for  many  of  the  same  custom¬ 
ers.  Reconditioned  stackers  also  went  to 
The  Toronto  Sun;  the  Wichita  Falls 
(Texas)  Times  Record  News;  The  Herald 
News,  Fall  River,  Mass.;  the  Stevens  Point 
(Wis.)  Journal;  and  The  Bakersfield  Cali¬ 
fornian.  Stack  and  bundle-distribution 
equipment  orders  also  came  from  the 
Jackson  (Mich.)  Citizen  Patriot;  the 
Bloomington,  Ind.,  Herald-Times;  The 
Knoxville  (Tenn.)  News-Sentinel;  and  The 
Honolulu  Advertiser. 


Bilodeau  at  Muller 

Roger  Bilodeau  has  rejoined  the  Swiss 
packaging  equipment  manufacturer’s  U.S. 
operations  in  Smithtown,  N.Y.,  as  national 
sales  director,  overseeing  national  accounts 
relations.  Bilodeau  spent  the  last  three  of  his 
12  years  with  the  company  starting  up  its 
Australian  subsidiary  as  its  national  sales 
and  marketing  manager.  Before  his 
Australian  assignment,  Bilodeau  was  Muller 
Martini  Northeast  regional  sales  manager. 


2000  reasc^ 

to  use  KRT  OnePages 


Millennium  Notebook  —  A  20-page,  decade-by-decade 
retrospective  from  the  Fort  Worth  Star  Tekgrom  with 
historical  highlights  from  the  last  hundred  years. 

Y2K  Preparation  —  A  six-page  section  from  the  Seottk  Times 
that  looks  at  how  the  Y2K  bug  really  might  affect  readers'  daily  lives 
at  the  turn  of  the  millennium  clock. 

2000  and  Beyond  —  This  four-page  package  from  The  Miami 
Herald  has  some  fun  predicting  the  future  of  lifestyles,  business, 
health  and  technology. 

Yaklennium  —  A  20-page  section  from  the  Detroit  Free  Press 
takes  young  readers  on  an  educational  tour  of  the  past  —  and  next 
—  2,000  years. 

Preview  pages  at  www.krtdirect.com/onepages. 

Contact  your  TMS  representative  at  800-245-6536  for  details. 


I  n  1  h  e  m  a  r  luilfllfc' 


Knight  f^iMer 
Tnbune 
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FEATURES 

AVAILABLE 


_ ASTROLOGY _ 

Weekly  or  Monthly  Forecasts 
Free  link  to  our  www  brings  readers 
http:/ /www,time-data,com 
Time  Data  Syndicate  (8CK))  322-5101 


_ AUTOMOTIVE _ 

WE'LL  DO  the  writing,  you  sell  the  ads! 

Enhance  your  auto  section  and  ad 
sales  with  articles  from  AUTOMOTIVE 
NEWS  and  AUTOWEEK,  the  leaders 
in  weekly  automotive  industry  reporting 
Automotive  News  Syndicate 
Joe  Hanley  (212)254-0890 
Fax  (21 2)  254-7646 


COLUMNS  AVAILABLE 

“Inspirational  advice  inspired  by  the 
mountains  and  meant  for  the  heart." 
'Mountain  Therapy'  —  A  column  by 
Nancy  Pollard  Dowie  (435)  649-7600. 


ENTERTAINMENT 


“Hollywood  Behind  the  Scenes” 
Hook  readers  with  insider's  view  of 
what  stars  are  really  doing. 

E-mailed  with  photos.  (800)  959-9977 


_ MOVIE  REVIEWS _ 

MINI  REVIEWS.  Essential  information 
for  moviegoers.  Camera  ready.  Star 
photos.  Appealing,  graphic  rating 
system.  Cineman  Syndicate,  P.O.  Box 
4433,  Middletown,  NY  10941  ; 

(914)  692-4572  Fax  (9 1 4)  692-83 1 1 


_ PUZZLES _ 

ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 
Call  (800)  292-4308/(909)  766-7617 


Editor  &  Publisher;  The  communication  link 
of  the  newspaper  industry  every  week  since  1 884. 


ANNOUNCEMENTS 

BUSINESS  OPPORTUNITIES 

OWN  YOUR  OWN  MAGAZINE 
Award-winning  city  magazines.  Can 
be  located  anywhere.  We  do  consulta¬ 
tions,  production  and  printing.  You  do 
editorial  and  advertising  sales.  All 
profits  are  yours,  $1{X),000-f  potential. 
(352)  622-2995. 

INTERNET 

DOMAIN  FOR  SALE 
WWW.EZCLASSIFIEDS.COM 
$10,000/obo 

info@visitormags.com  (707)  443-4887 

NEWSPAPER  APPRAISERS 

'99  MARKET  VALUATIONS 
KAMEN  &  CO.  GROUP  SERVICES 
Specializing  in  weekly  &  monthly  pub¬ 
lications.  NY  (516)  379-2797,  Tampa 
(727)  786-5930.  Fax  (5 1 6)  379-38 1 2 

APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 

WHAT'S  YOUR  PAPER  WORTH? 
Find  Out  Today!  It's  Free! 
www.mediamergers.com 


He  that's  cheated  twice  by  the  same 
man  is  an  accomplice  with  the  cheater 

Thomas  Fuller 


NEWSPAPER  APPRAISERS 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community 
Newspapers 

Check  (iiir  Keferences 

(214)265-9300  Ted  Rickenbacher 

Rickenbacher  Media 

6731  IX-SCO  Dr.  Dalla.s,  TX  "Si’S 
WWW.  rickcnlxichcrniftlia. coni 


NEWSPAPER  BROKERS 


770Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)253-5016 
Wren  Barnett,  South  (828)  749-6397 
Stephen  Klinger,  SWest/West 
(505)  524-0122 

John  Szefc,  Midwest  (914)  291  -7367 
Michael  Bradley,  Northeast 
(508)  563-2835 


BILL  MAHHEW  COMPANY  conducts 
professional,  confidential  negotiations 
for  sale  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(727)  733-8053 

or  write  Box  3129,  Clearwater  Beach, 
FL  34630.  No  obligation  of  course. 


NEWSPAPER  BROKERS 


Confidential  ADoraisal  BolithO"Cribb 

We  have  sold 

for  Estate,  ESOP,  &  AsSOCiatCS 

thousands  of 

Partners,  Bank,  Tax,  PubllcaUon  Brokerage 

publishing  companies 

Stock,  Assets  *  Appraisals 

t _  esl.1923 

since  1923 

Please  call  us  to  discuss  your  options  in  a  sale 


John  Cribb 
406-586-6621 
104  E.  Main,  Suite  402, 
Bozeman,  MT  5971 S 
jcribb@imt.net 


Jim  Hicks 
307-684-9407 
336  US  16  East, 
Buffaio,  WY,  828k 
jfhicksdtrib.com 


Tom  Karavakis 
941-403-4133 
268  Edgemere  Way  E., 
Naples,  FL  341  (fe 
tokis  O  mindspring.com 


For  a  listing  of  publications  for  sale,  go  to  www.cribb.com 


NEWSPAPER  BROKERS 

BOLITHO  MEDIA  SERVICE 
Community  Newspaper  Sales  & 
Appraisals,  www.bolitho.com 
(580)  421-9600 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 
123  NW  13th  St.,  Suite  21 4-7 
Boca  Raton,  FL  33432 


GAUGER  MEDIA  SERVICE,  INC. 
Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560/FAX  (360)  942-9896 


GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Nationwide  Sales,  Acquisitions,  Mergers 
(909)  626-6440  Fax  (909)  624-8852 


JMPC,  Est  1 983,  sells  community,  sub¬ 
urban,  niche,  daily,  and  weekly  news¬ 
papers  in  90-120  days.  Phone  (614) 
889-9747.  http://www.jmpc.net 


MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1 000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554  Fax  (404)  364-6533 
Lon  W.  Williams 


MEL  HODELL  NEWSPAPER  BROKER 
5196  Benito,  #1 1,  Montclair,  CA  9 1763 
(909)626-6440  Fax  (909)  624-8852 


MICHAEL  D.  UNDSEY 
Experienced  -•  Confidential 
229  Stetson  Dr,  Cheyenne,  WY  82009 
(307)  772-0003  FAX  (307)  772-0004 

PHILLIPS  PROPERTIES,  INC. 
Consultants-Investments 
Management-Brokers 
P.O.  Box  21 9 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fax  (850)  537-4050 

NEWSPAPERS  FOR  SALE 

FOR  A  LIST  OF 

Publications  For  Sale  Go  To  . . . 
www.mediamergers.com 

FOR  CURRENT  LISTINGS 
GOTO 
cribb.com 


Desperation  is  a  feather  in  your  cap 

Beck 


NEWSPAPERS  FOR  SALE 

FREE  LIST  -  For  Sale,  14  Midwest 
weeklies,  including  two  clusters,  two 
niche  publications.  John  E.  van  der 
Linden,  Broker,  P.O.  Box  275,  Spirit 
Lake,  lA  51360.  Phone  (712)  336- 
2805,  Fax  (71 2)  336-0611. 


NYC  borough  weekly  &  shopper  since 
1 966.  North  central  Ohio  paid  weekly 
est.  1869.  (614)889-9747 


OWNER  OPERATED  OPPORTUNITIES 
on  Florida's  Atlantic  coast  —  Major 
shopper  with  recreational  weekly, 
monthly  women's  magazines.  Island 
resort  magazine,  real  estate  monthly. 
Mayo  Communications  (813)  971- 
2061. 


RURAL  NORTHERN  NEW  ENGLAND 
paid  weekly  grossing  $300,000.  Reply 
with  letter  explaining  interest  to  Box 
08932,  Editor  &  Publiwier. 


TEXAS  county  seat  weeklies,  others. 
Free  list.  Bill  Berger,  ATN,  1801  Exposi¬ 
tion,  Austin,  TX  78703-2833. 

(512)  476-3950 

NEWSPAPERS  WANTED 

LIBERTY  GROUP  PUBLISHING  is 
aggressively  seeking  newspapers  and 
other  print  publication  acquisitions. 
LGP  is  owner/operator  of  approxi¬ 
mately  240  publications,  including  60 
daily  newspapers.  All  correspondence 
and  discussions  are  confidential.  Con¬ 
tact: 

KENNETH  W.  COPE 
Executive  Vice-President 
1 006  W.  Harmony 
Neosho,  MO  64850 
Phone:  (417)  451-1520 

PUBUCATIONS  FOR  SALE 


MONTHLY  ADVERTISING  publication, 
major  metro  area  Northern  California. 
Awesome  income  producer,  well  estab¬ 
lished  and  growing.  (530)  926-6236 
or  (530)  926-5575. 


WE  ACCEPT 

MASTERCARDMSA/AMERICAN  EXPRESS 
CHECKS  FOR  CLASSIFIED  ADS 
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EQUIPMENT  & 
SUPPLIES 


CAMERA  &  DARKROOM 

NO  NONSENSE  50”  WEB 
SQUeeze  Lenses 
Herb  CaHbom  -  CK  Optical 
(310)  372-0372 

EQUIPMENT  FOR  SALE 

TWOCHESIRE  lABEUNG  MACHINES 
Heat  wheel  and  glue  wheel . 
Bought  new,  stid  like  new. 

Call  (256)  546-0600,  ask  for  Bill 


MAILROOM 


1  Hall  Monarch  Bottomwrap  & 
1  Hall  Monitor  Counter 
Stacker/ with  Ranger  Laser. 
As  is.  Will  Sell  or  Trade  (or 
Kirk  Rudy  Labeling  Machine 
with  215  txiseand  21 1  head. 
Call  (903)  596-6250 


LARGE  GROUP  OF  1 992  QUIPP 
CONVEYOR  COMPONENTS 
(stream,  floor,  stackers) 

Muller  227  Inserters/Pockets 
Kansa  480  Inserters 
MID-AMERICA  GRAPHICS,  INC. 
(800)356-4886  Fax  (81 6)  887-2762 


MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 
(407)  273-5218  Fax  (407)  273-901 1 


FERAG  EQUIPMENT 


FERAG  MULTI  CELL 
STACKER  COMPLEXES 
FOR  SALE 

Contact:  John  Wills 

Phone:  (516)  843-3003 
Fax:  (516)  843-2280 


MELVILLE,  NY 


_ MAILROOM _ 

ALL  MAILROOM  EQUIPMENT 
MULLER  MARTINI 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-9656 


NEWSTEC,  INC.  I 

Specializing  in  SLS/Muller  Martini  and  j 
Heidelberg  Inserting  Systems  ] 

•  Spare  Parts  •  Training  •  Installation 

•  Moilroom  Systems 

•  Buy/Sell  Used  Moilroom  Equipment 
I  Terry  Connors,  Director  of  Soles 

i  Phone:  (508)  850-7945 

i  Fax:(508)850-7951 

I  www.newstec.com 


PIONEER  EQUIPMENT 
•  Inserters  &  Stackers 
:  •  Strapers  •  Labelers  -1/4  Folders 

I  (21 7)  431 -0275,  Fax  (21 7)  431 -0273 

I  ! 

!  PRE-QWNED  MAILROOM  Equipment  I 
I  Bill  Kanipe,  ALTA  GRAPHICS,  INC.  | 
I  (770)  428-58 1 7  Fax  (770)  590-7267  j 


PRESSES 


COMMERCIAL  PRESSES  &  AUXlUARIES 
Brush  Dampener  Conversions 
(815)  648-461 1  Fax  (815)  648-2856 


COMPLETE  SET  R.  HOE  &  CO. 
watercolor  reproductions  History  of 
Newspaper  Presses,  framed.  Call  (914) 
353-1 122,  fax  (914)  353-1086. 


DON'T  SELL  YOUR  PRESS  ! 

Until  You  Contact  ! 

Newman  International,  L.L.C.  i 
Web  Press  Sale  | 

"Worldwide  Marketing  of  Commercial  j 
Web  and  Newspaper  Web  Presses"  | 

PRESSES  WANTED:  HARRIS  V25  V22 
VI 5A  VI 5D  or  845,  KING  Process 
Color  or  Daily;  GOSS  Community  , 
Urbanite  Metro;  SOLNA  D30  C96 

1 

Tel:  (91 3)  648-2000 
Fax:  (913)648-7750 


EXCELLENT  OPPORTUNITY 
5-unit  Goss  Community  SC/SSC 
comprised  of  1  -three  color  unit  (UOP), 

I  1  stacked  unit,  3  mono  units. 

Very  clean.  Can  be  seen  running. 
Inter-Continental  Graphics  Inc, 

I  (941 )  561 -6401  inter@sprintmail.com  I 


PRESSES 


METRO,  URBANITE,  COMMUNITY, 
SC,  SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552-1528  Fax  (770)  552-2669 


MOST  EXTENSIVE  SELEOON  OF 
USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
www.webpresses.com 


USED  NEWSPAPER  PRESSES. 
Call  Henry  Cobb  @  ONE 
(404)  842-01 1 1 


USED  PRESSES 

Let  us  help  you  through  the  process. 
Sales  •  Rebuilding  ■  Cylinders 
Installation  •  Service 

MOUNTAIN  STATES,  INC. 
(800)  257-3045 


Faith  is  God  felt  by  heart,  rust  by  reason 

Blaise  Pascal 


PRESSES 


WANTED  TO  BUY 

BUYING  news  photos,  sports,  politics, 
personalities,  events.  Any  quantity, 
anywhere.  CaliJim  1  (800)  872-9990. 


NEWSRACKS  WANTED.  Want  to  get 
rid  of  your  old  newsracks?  Call  me,  I 
will  buy  them.  John  (305)  225-3742. 


WANTED  DEAD  OR  ALIVE 
Muller  Martini/Harris 
Inserters  &  Stitcher/Trimmers 
All  Mailroom  Equipment 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-9656 


WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  Inc. 

(770)  428-5817  Fox  (770)  590-7267 

FAX  your  ad  to 
212  ^929  ♦1259 


PRESSES 


Like-new  22"  Cut-off  Goss  Colorliner 
Price  Just  Reduced 


1 
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#27  printing  couples# 

#22"  (560mm)  cut-off,  75,000  pph# 
#Nine  CT45  RTF’s# 
#Available  immediately# 

#Large  amount  of  spare  parts  available# 
#Placed  in  pr^uction  1990# 


inland  Newspaper  Machinery  Corp. 

(913)  492-9050;  toll-free  1-800-255-6746 
Fax:  (913)  492-6217 
Visit  our  web^  at  www.inlarKinews.com 


INDUSTRY 

SERVICES 


Vfaur  wealth  is  where  your  friends  are 

Plautus 


III  1  ANSWER 

METRO  NEWS  SERVICE,  INC. 
Nationwide  TELEMARKCTING 
Horace  Southward 
(877)  550-1515 
E-mail:  mnsl@metro-news.com 
www.metro-news.com 


FAX  your  ad  to 
212  4929  ♦1259 


CIRCULATION  SERVICES 

HEADLINE  PROMOTIONS,  INC. 

TELEMARKETING  SERVICES 

NEW  SUBSCRIPTION  GENERATION 
STOP  SAVER  & 
VERIFICATION  PROGRAMS 

Programs  tailored  to  meet  your  needs. 
Professional  representation 
that  you  demand. 

COMPARE!  Test  Programs  Available 

E-mail  Hdlinel@aol.com 
for  a  list  of  references. 

Dennis  McQuillan 
(800)  260-9823 


CIRCULATION  SERVICES  CIRCULATION  SERVICES 


! ! ! ! !  ONE  ALTERNATIVE  FOR 
PRUDENT  NEWSPAPERS !!!!! 
Circulation  Development,  Inc. 
Teleservices  For  Newspapers 
(800)  247-2338 
www.circulation.net 

CIRCULATION  SERVICES 


BLENKARN  TELEMARKETING 

•  Auto  pay  experts 

•  Automatic  Bank/ 

Credit  Card  Transactions 

Joseph  Skaff 
(800)218-6731 

CIRCULATION  SERVICES 


CIRCULATION  SERVICES,  INC. 

The  Prepaid  Subscription  Telemarketing  Leader 
is  Proud  To  Offer 

Predictive  Post-Start  Verification  with  instant  E-mail 
Route  Specific  Reports,  Precise  Response  Data 
Instant  Problem  Notification  and  Lower  Rates 
We  Still  Guarantee  25%  Prepaid  Subscription  Sales! 
Call  Andy  Orr  at  1  (888)  343-0470  for  more  information 


www.medjainfo.com 
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INDUSTRY 

SERVICES 


CIRCULATION  SERVICES 

JOHN  A.  BURKE 
NY  •  NJ  •  PA 

CIRCULATION  MARKETING  SERVICES 
Phone/Fax:  (516)  588-2735 


TELEMARKETING  PROFESSIONALS  Inc 
Coast  to  Coast  Telemarketing 
Over  25  years  of  experience 
to  tfie  Newspaper  Industry 
Our  quality  is  second  to  none 
Al  Schreibman  (800)  830-3776 


CIRCULATION  SERVICES 

1  PRO  STARTS 

THE  TELEAAARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
1  SALES  SERVICES  INCLUDING 
I  DATABASE  MARKETING 

i  TOM  ZGONC  (800)  776-6397 

1 

I  SPEaRUM  MARKETING  SERVICES 
A  teleservices  solution  for 
•  Cold-call  projects 
,  •  Stop-saver  projects 
I  •  Up-grade  projects 

Call  Doug  Reese  at  (800)  972-6778 

j  - 

TELE  DIREa  MARKETING,  INC. 

(91 2)  226-61 00  Fax  (91 2)  226-541 4 
"newspaper  telemarketing  experts” 


Classified  Advertisers:  If  you  don't  see  a  category 
that  fits  your  needs,  please  call  us  at  (212)  675-4380  ext.  174 


COMPUTER  SOFTWARE 

SOFTWARE  for  AR,  classifieds,  sched¬ 
uling  &  circulation.  Fake  Brains, 

Tel:  (303)  791 -3301 
http://www.fakebrains.com 

PRESSROOM  SERVICES 


DO  YOU  NEED  HELP  ON  YOUR 
'  ELEQRICAL  DRIVE  SYSTEM? 

!  MASTHEAD  can  provide:  New  or  used 
drive  motors  and  consoles  for  single  or 
I  double  width  presses.  Also:  Parallel 
,  drives,  horsepower  upgrades  or  new 
AC  Drive  Conversions. 

I  MASTHEAD  INTERNATIONAL 

I  (800)  545-6908,  24  hour  line 

!  (505)842-1357 

I  P.O.Box  1952 

Albuquerque,  NM  87 1 03 


PRESSROOM  SERVICES 

PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFAaiON! 

30  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-21 10 


SEND  E&P  BOX  REPUES  TO: 

Editor  &  Publisher 

Classified  Ad  Dent. 

11  West  19th  St. 
New  York,  NY  10011 


HELP  WANTED 


ASSISTANT  PROFESSOR 
PRINT  JOURNALISM 
Department  of  Communications 
Loyola  University,  New  OHeans 

Print  Journalism:  Tenure  track  position 
as  assistant  professor  available  August, 
2000.  Ph.D.  and  professional  experi¬ 
ence  required.  Salary  competitive.  The 
successful  condidote  will  demonstrate  a 
strong  commitment  to  teaching  under¬ 
graduate  print  journalism  courses  and 
graduate  courses  as  needed,  involve¬ 
ment  in  scholarly  research/creativity 
activity  and  advising  majors.  Review  of 
applications  begins  immediotely.  Send 
letter  of  opplicotion,  curriculum  vitae, 
three  letters  of  reference,  and  an 
official  transcript  of  highest  degree  to 
Choir,  Search  Committee,  Department 
of  Communications,  Box  201,  Loyola 
University  New  Orleans,  6363  St. 
Charles  Avenue,  New  Orleans,  LA 
70118.  Loyola  University,  a  Jesuit 
institution,  is  an  equal  opportunity/ 
affirmative  action  employer. 


JOURNALISM:  Assistant  Professor  Fall 
2000.  Ph.D.  or  ABD  in  journalism  or 
related  field  preferred;  terminal  degree 
required  for  tenure.  Minimum  5  years 
full-time  professional  news  media 
experience  as  reporter/editor  required, 
with  expertise  in  either  Spanish  lan¬ 
guage  media/bilingual  reporting/ 
covering  diverse  communities  or  visual 
communication  or  online  journalism/ 
computer-assisted  reporting. 
Demonstrated  successful  teaching 
experience  preferred.  Teach  beginners 
and  advanced  reporting,  editing 
courses.  Application  review  begins 
December  1 ,  1 999,  continues  until  posi¬ 
tion  filled.  Submit  application,  vitae 
and  3  references  to  Chair,  Journalism, 
California  State  University,  Northridge, 
Northridge,CA  91 330-8311. 

Tel:  (81 8)  677-3438. 

Website:  http://jour.csun.edu 


ACCOUNTING 


A  Metro-sized  daily  newspaper 
'  located  in  Zone  5  is  seeking  a  highly 
!  motivated  individual  for  the  position  of 
Controller.  The  Controller  will  be 
responsible  for  the  supervision  of  the 
accounting  and  credit  department 
staffs.  The  successful  candidate  will 
create  and  distribute  timely  financial 
information,  be  responsible  for  month- 
end  closings,  cash  flow  planning  and 
will  help  in  the  establishment  of  an 
effective  budgeting  system.  The  right 
candidate  for  this  position  will  be  team 
oriented,  be  qualified  as  a  CPA,  have 
at  least  5  years  of  accounting  and 
I  supervisory  experience,  and  be  profi- 
I  cient  in  Word  and  Excel.  Please  send 
I  your  resume,  salary  history  and 
!  expression  of  interest  to  Box  08937, 
Editor  &  Publisher. 

ADMINISTRATIVE 

COUNTRY  AAANAGER 

I  New  World  Publishing,  Central 
Europe's  leading  independent  pub¬ 
lisher,  is  looking  for  a  Country  Man¬ 
ager  for  its  Czech  operotions.  The 
Country  Manager  will  be  responsible 
for  the  overall  performance  of  the  busi- 
I  ness,  new  business  development  and 
relationship  building.  Position  reports 
i  directly  to  the  Chief  Operating  Officer. 

[  Successful  candidates  should  have  a 
■  minimum  of  5  years  management 
!  experience,  preferably  in  publishing  or 
advertising.  Remuneration  com¬ 
mensurate  with  experience.  Please 
I  send  resume  and  cover  letter  to: 

I  dwheeler@pbj.cz 

I  Fax  (011)  (4202)  2426-1 361 


Classifieds 

SUBSCRIBE 
TO  EOT 

TODAY 


ADMINISTRATIVE 

j  UBERTY  GROUP  PUBUSHING 

j  Liberty  Group  Publishing  is  one  of  the 
j  fastest  growing  companies  in  the 
j  United  States  with  over  300  pub- 
licotions  in  15  states.  In  order  to  fuel 
j  our  continued  growth,  we  are  seeking 
newspaper  executives  with  a  proven 
track  record  of  success  in  community 
focused  publications  with  circulation  of 
less  than  30,000. 

We  offer: 

•a  decentralized  operating  environ- 
'  ment  with  autonomy  for  our  executives 
•a  deep  and  long  term  commitment  to 
;  the  communities  we  serve 
I  ‘a  commitment  to  using  technology, 
I  training  and  the  open  sharing  of 
j  knowledge  across  our  company 
j  ‘opportunity  for  advancement  based 
I  on  performance 

j  ‘a  stock  option  program,  deferred  com- 
:  pensation  plan,  and  generous  reloca- 
I  tion  package 

j  To  find  out  more,  tell  us  about  your 
I  accomplishments  along  with  why  you 
belong  on  the  Liberty  Group  Publishing 
j  team. 

I  Please  include  a  salary  history.  All 
j  information  will  be  held  in  strict  con- 
j  fidence. 

Maureen  Wurfel,  Human  Resources 
Liberty  Group  Publishing 
3000  Dundee  Road,  Suite  202 
Northbrook,  IL  60062 


PUBLISHER  -  Northern  New  Jersey 
weekly  community  newspaper  group 
located  in  thriving  area  near  major 
metro  market.  Require  marketing  expe¬ 
rience  in  a  competitive  media  area; 
experience  in  new  products,  strategy 
planning.  Minimum  10  years  experi¬ 
ence  as  publisher,  community  newspa¬ 
pers.  Mail  resume  to  Resume,  P.O.  Box 
4154,  South  Hackensack,  NJ  07606 
or  fox  to  (21 2)  262-8741. 


ADMINISTRATIVE 


Times-Shamrock  Communications  has 
an  immediate  opening  for  Publisher  of 
a  12,000  circulation  AM  daily  and  a 
5,000  circulation  weekly  in  Shamokin, 
a  small  vibrant  market  in  Central  Penn¬ 
sylvania. 

The  ideal  candidate  must  possess  a 
strong  work  history  which  reflects  good 
management  and  leadership  skills.  You 
must  have  considerable  experience,  be 
successful  in  managing  people  and  be 
able  to  create  effective  planning  docu¬ 
ments,  which  include  budgets,  goals 
and  action  plans.  You  should  be  able 
to  lead  a  team  of  managers  toward  a 
commonly  shared  goal.  The  ability  to 
effectively  motivate  and  communicate 
is  also  a  requirement.  Background  in 
commercial  printing  would  also  be 
helpful. 

Times-Shamrock  Communications  is  a 
family-owned  media  corporation 
encompassing  26  print  and  1 2  radio 
broadcasting  properties.  We  offer  a  com¬ 
petitive  salary,  generous  benefits 
package  and  the  opportunity  to  lead 
an  award-winning  newspaper. 

Please  send  resume  and  salary  require¬ 
ments  to  George  V.  Lynett,  Times- 
Shamrock  Communications,  149  Penn 
Avenue,  Scranton,  PA  1 8503. 

ADVERTISING 

AD  DIRECTOR/SALES  MANAGERS  - 
Visit  www.marks-ferber.com  for  current 
list  of  top  career  opportunities. 

AD  DIREaOR 

Mid-sized,  independent  New  England 
daily  seeks  a  leader  who  can  motivate 
staff,  increase  revenues  and  manage 
the  ad  growth  we  are  poised  to 
achieve.  We  will  generously  reward 
i  success  in  challenging,  competitive 
I  morket.  Reply  to  Box  08948,  Editor  & 
I  Publisher. 
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HELP  WANTED 

ADVERTISING 

ADVERTISING  DIRECTOR  wanted  for 
28K  daily,  30+K  Sunday,  seven  day 
paid  in  Midwest.  I  need  a  sales  pro¬ 
fessional  that  can  lead  a  staff  of  20  in 
a  competitive  metro  market.  Perfect  for 
a  Retail  Manager  that's  ready  to 
advance.  If  you  understand  rates, 
organization  and  motivation,  we  need 
to  talk.  Send  resume  and  salary  history 
to  Box  08947,  Editor  &  Publisher. 

ADVERTISING  OPERATIONS 
MANAGER 

The  Omaha  World-Herald  is  starting 
the  new  millennium  with  a  $100 
million  state-of-the-art  printing  facility 
and  full  pagination  computer  to  plate. 
We  need  a  proven  leader  to  play  a 
major  role  in  leading  advertising  pre¬ 
press  on  this  exciting  and  invigorating 
journey! 

The  Advertising  Operations  depart¬ 
ment  is  a  40+  staff  of  graphic  artists, 
ad  services  personnel,  digital  transfer 
specialists  and  classified  paginators. 
Everything  pre-press  that  is  advertising 
related  is  handled  by  Advertising 
Operations. 

Candidates  preferably  will  bring 
technical,  sales,  and  management 
expertise  to  the  challenge.  Previous 
newspaper  experience  is  certainly  pre¬ 
ferred.  Use  your  technical  knawledge 
and  management  savvy  to  lead  the 
creative  effort  to  support  advertising 
sales  with  complete  responsibility  for 
production  and  customer  service.  Our 
creative  software  is  Creator2  on  Macs 
with  Pagination  on  Harris  NMP  and  C- 
PAG. 

The  Omaha  World-Herald  is  an 
employee  owned  twice  daily  newspa¬ 
per  with  a  250,000+  circulation.  We 
offer  a  competitive  compensation  plan 
that  includes  three  choices  for  Health 
Care,  a  Dental  Plan,  as  well  as  vaca¬ 
tion  and  tuition  reimbursement. 

Serious  applicants  should  send  their 
resume  and  cover  letter  with  salary 
expectations  to  the  address  below. 

Omaha  World-Herald 
World-Herald  Square 
Omaha,  NE  68102 
Fax:  (402)444-1211 
E-mail  msimmonds@owh.com 


NEWS  Makes  The  Difference 

♦  Editor  &  Publisher  is  NOT  a 
monthly  journalism  review. 

♦  Editor  &  Publisher  is  NOT  a 
monthly  association  house  organ. 

♦  Editor  &  Publisher  IS  the 
only  independent  weekly 
NEWS  magazine  covering  the 
newspaper  industry. 

EDITOR  &  PUBLISHER 
11  West  19th  Street 
New  York,  NY  10011 
(212)  675-4380 


_ ADVERTISING _ 

CLASSIFIED  ADVERTISING  MANAGER 

The  Norwich  Bulletin,  a  7-day  Gannett 
newspaper  in  eastern  Connecticut,  has 
an  exciting  opportunity  for  a  Classified 
Advertising  Manager  to  lead  our  staff 
of  10  inside  and  outside  sales  pro¬ 
fessionals.  The  primary  responsibilities 
include  managing  and  attaining 
monthly  sales  goals  and  managing 
both  inbound  and  outbound  call 
efforts.  This  individual  will  also  be 
responsible  for  the  continued  success  of 
automotive,  real  estate  and  employ¬ 
ment  categories,  including  expanding 
and  developing  new  advertising  oppor¬ 
tunities.  Requires  previous  advertising 
sales  experience,  the  ability  to  lead, 
motivate  and  develop  staff  and 
manage  in  a  multi  task  environment. 

We  offer  competitive  compensation, 
including  salary  and  commission,  and 
an  excellent  benefits  package.  To 
apply,  please  send  or  fax  your  resume 
to  Human  Resources,  Norwich  Bulletin, 
66  Franklin  Street,  Norwich,  CT 
06360,  Fax  (860)  885-1312  or  E-mail 
jdunn@norwich.gannett.com  EOE 

VICE  PRESIDENT  OF  ADVERTISING 
ZONE  4 

We  are  seeking  a  senior  advertising 
executive  who  is  highly  motivated, 
results  driven  and  who  has  proven 
experience  in  developing  and  imple¬ 
menting  sales  strategies.  The  position 
responsibility  includes  all  advertising 
revenues  for  our  daily  and  weekly 
newspapers,  several  niche  marketing 
I  products  and  a  very  successful  Internet 
business. 

The  ideal  candidate  must  have  strong 
management  and  leadership  capabilities 
with  demonstrated  success  in  identifying 
and  developing  successful  growth 
strategies,  hove  the  ability  to  establish  and 
meet  sales  goals,  and  to  identify,  recruit 
and  train  top  performers.  Successful 
experience  in  leading  change  initiatives 
and  developing  the  capabilities  of  the 
sales  team  is  a  must. 

Reporting  directly  to  the  President  and 
CEO,  we  are  searching  for  a  candi¬ 
date  who  has  proven  experience  as 


•Organized,  self-starter 

•Able  to  identify  and  build  new  pra- 

ducts  to  capture  market  share 

•Ability  to  analyze  and  utilize  market 

research 

•Group  newspaper  selling  experience 
•Executing,  monitoring  and  achieving 
sales  expectations  and  goals 
•Strong  project  management  skills 
•Excellent  verbal  ancT written  communi¬ 
cations 

•Demonstrated  success  in  achieving 
results  through  cross-department  and 
product  collaboration 

We  offer  a  competitive  compensation 
and  benefits  package.  This  position 
offers  great  career  growth  and  oppor¬ 
tunities  with  one  of  the  fastest  and  most 
innovative  newspaper  groups  in  the 
country. 

Please  send  cover  letter  and  resume  to 
Box  08944,  Editor  &  Publisher. 


;  _ ADVERTISING _ 

EVERGREEN  NEWSPAPERS  located 
30  minutes  west  of  Denver  needs  an 
experienced  weekly  newspaper  adver¬ 
tising  salesperson  to  service  existing 
accounts  and  to  develop  new  accounts  for 
our  50,000+  circulation  publications. 
Must  have  strong  prospecting  skills  and 
the  ability  to  sell  multiple  publications.  We 
have  a  competitive  compensation 
package  which  includes  paid  vacation, 
partially  paid  health  insurance,  and  a 
401  (k)  plan.  Please  send  your  resume  to: 

Advertising  Sales 
C/O  Human  Resources 
Evergreen  Newspaper,  Inc. 

P.O.  Box  430 
Evergreen,  CO  80437 
EOE 

THE  IDAHO  STATESA4AN  (66,000  dai¬ 
ly/87,000  Sunday)  seeks  an  experi¬ 
enced  retail  ad  manager  for  our 
I  national,  major  and  local  advertising 
autside  sales  teams.  Will  develop  busi¬ 
ness  strategies;  plan  and  budget 
market  segments;  and  manage,  hire, 
train  and  motivate  a  staff  of  25.  The 
Statesmen,  located  in  Boise  in  the 
foothills  of  the  Rockies,  is  in  a  growth 
market  and  is  headquarters  to  several 
j  international  corporations.  With  a 
j  moderate  climate,  Boise  is  a  great 
j  place  to  live  for  anyone  who  enjoys  the 
outdoors  but  appreciates  urban 
I  amenities. 

I  Campetitive  salary,  bonus  and  benefits 
I  (includes  401  (k)  and  retirement  plans). 

I  Send  letter,  resume  and  salary  require- 
I  ments  to  Keith  Bulling,  The  Idaho 
Statesman  1200  N.  Curtis  Road,  Boise, 

!  ID  83706,  or  E-mail  us  from  our  web 
j  siteatwww.idahostatesman.com 

!  ADVERTISING 


_ ADVERTISING _ 

WANT  TO  WORK  IN  A  COOL,  HIP 
ENVIRONMENT 

Thomson  Newspapers,  a  leading 
media  and  marketing  company,  is  seek¬ 
ing  a  highly  successful,  self- motivated 
advertising  sales  person  to  join  our 
expanding  team.  You  will  be  based  in 
the  heart  of  downtown  Chicago  and 
will  be  responsible  for  developing 
revenue  from  national  and  regional  ad 
agencies  and  their  clients  based  in  the 


j  Qualified  candidates  must  possess  an 
I  entrepreneurial  attitude  and  strong 
strategic  skills  as  well  as  outstanding 
communications,  writing  and  organiza- 
j  tional  skills.  National  advertising  sales 
1  with  agency  contacts  preferred.  Com¬ 
petitive  salary  plus  commission,  sup¬ 
portive  environment  and  generous 
benefits.  If  vou  are  ready  to  take  the 
next  step,  please  E-mail  your  resume  to 
debbie.gcites@thomnews.com  or  fox  to 
(312)  573-3810attn:  Debbie  Gates 

CIRCULATION 

CIRCULATION  MANAGER 

East  Coast  Metro  has  opening  for 
Circulation  Manager.  Must  be 
aggressive  with  a  strong  background 
in  home  delivery  and  single  copy.  Posi¬ 
tion  reports  to  Circulation  Director. 
Mail  resume,  salary  requirements  to 
Box  08949,  Editor  &  Publisner. 

Whatever  course  you  have  chosen  for 
yourself,  it  will  not  be  a  chore  but  an 
adventure  if  you  bring  it  to  a  sense  of 
the  ahry  of  striving.. .if  your  sights  are 
set  tar  above  the  merely  secure  and 
mediocre 

David  Samoff 

ADVERTISING 


CENTRAL  REGIONAL  SALES  MANAGER 

The  Editor  &  Publisher  Company  seeks  a  dynamic,  self-starter  to  be 
our  Central  Regional  Sales  Manager. 

Candidate  requirements; 

•  Thorough  knowledge  of  newspaper  industry 

•  Minimum  5  years  Print  ad  sales  experience 

•  Primary  responsibilities  include  the  sale  of  display  advertising 
across  multiple  print  and  web  products  plus  trade  show  exhibit  and 
sponsorships 

Please  fax  letter  of  interest,  resume  and  salary  requirements  to  (212) 
691-6939  or  mail: 

Dennis  O'Neill 
VP  Sales  &  Advertising 
The  Editor  &  Publisher  Company 
11  W  19th  Street 
New  York,  NY  10011 

Or  E-mail  the  same  to  denniso@mediainfo.com 


www.mediainfo.com 
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CLASSIFIED 


11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  «  hazelpemediainfo.com  «  micheleaQmediainfo.com 


HELP  WANTED 


_ CIRCULATION _ 

CIRCULATION  DIRECTOR  wanted  for 
28K/30K,  dailv/Sunday,  seven  day 
paid  on  the  banks  of  the  mighty 
Mississippi.  We  need  a  CD  that  can 
sell  newspapers,  and  teach  the  staff  to 
do  the  same.  Solid  home  delivery  and 
single  copy  knowledge  is  a  must.  You 
should  be  fluent  in  ABC  and  have  an 
understanding  of  budgeting  and  finan¬ 
cial  reporting.  If  you're  an  assistant 
CD,  or  just  looking  for  a  new 
challenge,  send  me  (no  phone  calls) 
your  resume  and  salary  expectations. 

James  Shrader,  Publisher 
THE  TELEGRAPH 
P.O.Box  278 
Alton,  IL  62002 


CIRCULATION  MARKETING  MAN¬ 
AGER.  Great  opportunity  for  an 
enthusiastic  District  Manager  to  move 
up.  Sunny  central  Florida,  7  day, 
1 6,000  circulation  newspaper.  Growth 
market,  excellent  standard  of  living.  If 
you  are  self-motivated,  goal-oriented, 
and  thrive  on  working  on  an 
aggressive  team,  we  want  to  hear  from 
you.  Excellent  compensation  package. 
Send  resume  to  Box  08941,  Editor  & 
Publisher. 


_ CIRCULATION _ 

CIRCULATION  DIREQOR 

The  Arizona  Daily  Sun  in  beautiful  j 
Flagstaff,  AZ  is  seeking  an  experienced  i 
Circulation  Director.  Successful  candi-  i 
date  will  develop  and  execute  a  market-  i 
ing  plan  to  achieve  budgeted  circula¬ 
tion  goals;  be  responsible  for  staff  | 
development,  motivation,  team  build-  ; 
ing  and  have  overall  responsibility  for 
the  circulation  department.  This  posi¬ 
tion  will  have  high  expectations  and  be 
a  hands-on  position.  Excellent  salary 
and  benefits.  Please  send  resume  and 
salary  history  to  Roy  Callaway,  Ari¬ 
zona  Daily  Sun,  P.O.  Box  1849,  i 
Flagstaff,  AZ  86002. 


CIRCULATION  DIREaOR 

The  Daily  News,  a  24,000  circulation 
7-day  morning  daily  has  an  immediate 
opening  for  a  circulation  director.  We 
are  looking  for  the  right  individual  to 
lead  our  department  and  aggressively 
attack  the  market  and  grow  our  home- 
delivery  numbers.  We  ore  located  in 
beautiful  southwestern  Washington, 
close  to  mountains  and  the  coast. 
Please  send  letter  and  resume  to  Peter 
York,  publisher.  The  Daily  News,  P.O. 
Box  1 89,  Longview,  WA  98632. 


CLASSIFIED  ADVERTISING  DEADLINES 

in-Column  Advertisements:  Tuesday  noon  (EST)  for  following  Saturday  issue 
Classified  Display:  Friday  5pm  (EST)  8  days  prior  to  publication 


CIRCULATION 


CIRCULATION 


Dow  Jones  &  Company,  the  world's  premier 
publisher  of  business  and  information  has  an 
opportunity  available  in  our  Princeton,  NJ  facility. 

National  retail 

SALES  MANAGER 

The  qualified  candidate  will  identify  single  copy  sales  opportunities 
and  develop  sales  strategy  for  Dow  Jones  titles  in  regional  and 
national  retail  chains.  Evaluate  retailer  needs  and  develop  solutions. 
Coordinate  with  wholesalers,  CFO,  Marketing  Communications 
and  Systems  departments.  Manage  the  national  promotion  budget. 
Negotiate  optimum  space  and  position  for  Dow  Jones  titles  in 
national  and  regional  retail  accounts. 

Strong  sales  and  previous  management  experience  required.  Must 
possess  strong  organizational,  writing,  verbal  and  communication 
skills.  A  college  degree  or  equivalent  experience  is  desired. 

We  offer  a  competitive  salary,  excellent  benefits  and  opportunities 
for  advancement.  Qualified  candidates  should  send  resumes  and 
salary  requirements  to: 

Dow  Jones  &  Company 

Employee  Relations 

Job  Code:  LD/MM  E&P  84536 

PO  Box  300.  Bldg  #1  DOWIQNES 

Princeton,  NJ  08543-0300  ^ 

Fax:  609-520-4149 

Laura.davis(S'dowjones.com 

www.dj.coni/careers  EOE.  m/f/wv 


_ CIRCULATION _ 

CIRCULATION  MANAGER 
The  Progress-Index,  a  consistently 
award-winning  newspaper  in  Peters¬ 
burg,  VA  has  a  career  apportu- 
nity  far  an  energetic  circulation  pro¬ 
fessional.  The  pasitian  is  responsible 
for  all  facets  of  the  circulation  sales 
and  service  aperatian  at  this  19,000 
circulatian  daily  newspaper,  located  in 
south  central  Virginia.  The  successful 
applicant  will  have  a  degree  or 
equivalent  experience  and  3-5  years  in 
circulation  management  with  particular 
expertise  in  circulation  growth.  The 
ability  to  function  as  a  key  member  af 
an  energetic  management  team  is 
essential. 

The  Progress-Index  is  a  part  of  Times- 
Shamrack  Cammunications  and  affers 
an  excellent  compensatian  and  benefits 
package. 

Interested  candidates  should  forward  a 
cover  letter  and  resume  immediately  to 
George  Fain,  publisher.  The  Progress- 
Index,  P.O.  Box  71,  Petersburg,  VA 
23804  or  by  fax  to  (804)  732-0884  or 
E-mail  to: 

georgefain@progress-index.com 
We  are  an  equal  opportunity  employer 

DIVISION  MANAGER 

The  Chicago  Tribune,  the  #1  newspa¬ 
per  source  in  Chicago  and  the  Midwest 
ond  a  progressive  leader  in  the  news¬ 
paper  and  information  industry,  is  seek¬ 
ing  candidates  to  join  our  award¬ 
winning  team. 

This  position  is  responsible  for  plan¬ 
ning,  organizing  and  managing 
circulation  sales,  service  and  collection 
activities  within  the  Chicagoland 
market.  Responsibilities  include  manag¬ 
ing  the  distribution  of  the  Chicago 
Tribune  and  other  publications  within 
this  market  while  analyzing  service 
levels  and  making  recommendations 
regarding  contract  status.  Additional 
responsibilities  include  financial 
accountability  and  regular  monitoring 
and  reporting  of  single  copy  sales.  This 
position  acts  as  a  liaison  between 
independent  contractors  and  the  Chi¬ 
cago  Tribune.  Requirements  include  a 
college  degree  in  Business,  Marketing 
or  equivalent  work  expierience.  Candi¬ 
dates  must  demonstrate  creativity  and 
flexibility,  while  possessing  strong 
coaching,  motivational,  planning, 
communication  and  follow  throu^ 
skills. 

In  exchange  for  your  skills  and  experi¬ 
ence,  we  offer  a  challenging  and 
rewarding  work  environment,  a  com¬ 
petitive  salary  and  benefits  package 
and  the  opportunity  to  be  port  of  a  suc¬ 
cessful  team.  Please  send  your  resume 
with  salary  history  to: 

The  Chicago  Tribune 
Human  Resources 
2000  York  Road 

Oak  Brook,  IL  60523 
Alt:  DM/JB 


Editor  &  Publisher 
Classified  Ad  Dept. 

11  West  19th  St. 
New  York,  NY  10011 


_ CIRCULATION _ 

i  MARKET  SEGMENTATION 
j  MANAGER 

The  Arizona  Republic,  Phoenix,  Ari- 
I  zona's  leading  information  compony  is 
I  looking  for  a  full-time  Market  Segmen¬ 
tation  Manager  in  the  Circulation 
Department.  Individual  will  strategize 
1  with  other  departments  to  create  a 
i  targeted  sales/market  segmentation 
I  distribution  system  that  allows  delivery 
I  of  other  newspiaper  products/services 
;  to  customers.  Strong  leadership,  man- 
j  agement  and  presentation  skills.  PC  pro¬ 
ficient  especially  with  Microsoft  Office. 
Familiarity  with  the  Internet  and  data 
use  in  a  media  environment,  plus 
excellent  mathematical  and  analytical 
skills.  Bachelor's  degree.  M.B.A.  pre¬ 
ferred.  Four  to  six  years  sales/ 
analytical  experience. 

The  Arizona  Republic  offers  excellent 
I  health  benefits  and  401  (k)  plan  and  com- 
I  petitive  compensation.  Please  send  a 
!  resume  with  cover  letter  and  salary 
requirements  in  confidence  to: 

Chris  Christian,  Cl  16 
Assistant  Circulation  Director 
The  Arizona  Republic 
200  E.  Van  Buren  Street 
Phoenix,  AZ  85004 

I  The  Arizona  Republic  is  an  Equal 
Oppjortunity  Employer  and  a  drug-free 
workplace. 


VICE  PRESIDENT  OF  CIRCULATION 

Community  Newspiapjer  Comprany, 
greater  Boston's  fast-growing  media 
compjony  is  seeking  a  highly 
motivated,  experienced  circulation 
executive.  Community  Newspaper 
Company  publishes  90  weekly  news- 
papiers,  20  shoppiers,  4  dailies  and 
numerous  niche  products  reaching  1.4 
million  readers  weekly. 

;  This  piosition  is  respsonsible  for  plan¬ 
ning,  organizing  and  managing 
I  circulation  sales,  service  and  collection 
:  activities  within  our  market. 

*  Respionsibilities  include  managing  the 
;  distribution  of  publications  totaling 
;  over  1 00,000  in  weekly  circulation  as 
well  as  developing  promotion, 

.  telemarketing  and  pricing  strategies. 

Additional  respxmsibilities  include  finan- 
1  cial  accountability  and  staff  hiring, 

{  training  and  development. 

I 

^  Requirements  include  a  college  degree 
in  Business,  Marketing  or  equivolent 
work  experience.  Candidates  must 
demonstrate  creativity,  communication 
and  follow  through  skills. 

I  We  offer  a  competitive  salary  and 
'  comprehensive  benefits  package. 

Please  fax  resume,  including  salary  his- 
I  tory,  along  with  a  cover  letter  telling  us 
j  why  you  are  the  perfect  candidate  for 
j  this  oppxirtunity  to  E.  Carroll  at  (781) 
433-6740  or  mail  to  Community 
I  Newspxjpier  Company,  254  Secand 
I  Avenue,  Needham,  MA  02494  ar 
I  E-mail:  ecarrall@cnc.com 

I 

Community  Newspjapser  Company  is 
i  an  Equal  Opportunity  Employer 
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HELP  WANTED 


_ CIRCULATION _ 

ONE  OF  THE  finest  newspapers  in  the 
country  is  seeking  an  aggressive, 
results-driven,  marketing  oriented  indi¬ 
vidual  to  lead  our  circulation  depart¬ 
ment.  Our  circulation  is  currently  over 
25,000  but  stagnating.  The  successful 
candidate  will  be  rewarded  for  making 
our  numbers  grow.  Please  write  us  a  let¬ 
ter  telling  us  why  you  are  that  individ¬ 
ual  and  provide  a  resume  together  with 
details  of  your  current  compensation 
arrangement.  The  ideal  candidate  is 
capable  of  someday  being  a  publisher. 
Send  replies  to  Box  08946,  Editor  & 
Publisher. 

SALES  MANAGER 

The  Times-Tribune  Circulation  Depart¬ 
ment  is  seeking  a  Sales  Manager  for 
their  AM/PM  and  Sunday  newspapers 
located  in  northeastern  Pennsylvania. 

The  ideal  candidate  will  possess  at 
least  5  years  of  sales  experience  and 
the  imagination,  motivation  and  lead¬ 
ership  qualities  to  lead  the  department 
in  all  areas  of  sales,  marketing  and  pro¬ 
motion. 

Responsibilities  include  creative  devel¬ 
opment,  operation,  and  monitoring  of 
all  sales  efforts  designed  to  increase 
our  newspaper  circulation  through 
home  delivery,  dealers  and  vending 
machines. 

Please  send  cover  letter  and  resume  to: 
Gary  Kruger,  Circulation  Director 
The  Times-Tribune 
1 49  Penn  Avenue 
Scranton,  PA  1 8503 

VP  OF  CIRCULATION:  Newspaper  - 
Portland,  ME:  80MM  division  of  a  pri¬ 
vately  held,  family  managed  West 
Coast  Newspaper  publication. 
Manage  all  aspects  of  the  Circulation 
department  with  staff  of  75  full-time 
and  25  part-time  employees. 
Spearhead  sales  and  marketing  pro¬ 
grams  to  achieve  circulation  growth 
goals.  The  paper  has  a  heavy  focus  on 
Single  Copy  Sales,  as  well  as  Home 
Delivery  Partial  unionized  workforce. 
Experience  of  5-10  years  in  a  Circula¬ 
tion  department  necessary.  College 
degree  preferred.  Excellent  communi¬ 
cation  and  management  skills.  Base  com¬ 
pensation  of  $80-$100K  with  20% 
MBO  potential.  Interested  parties 
should  E-mail  resume  to: 

kroberts  1  ©erols.com  or 
Fax  to  (78 1)662-4997 

EDITORIAL 

1 3,000-CIRCULATION  DAILY  near 
Atlanta  seeks  reporters.  Send  resume 
and  clips  to  Managing  Editor  Ron 
Wayne,  Griffin  Daily  News,  P.O. 
Drawer  M,  Griffin,  GA  30224. 


_ EDITORIAL _ 

I  ASSISTANT  CITY  EDITORS 

j 

I  We  asked  our  staff  why  you  should 
work  at  the  News  &  Record,  a 
100,000-circulation  daily  in 
Greensboro,  NC.  They  said: 

“The  News  &  Record  seems  to  lack  the 
backstabbing  and  internal  competition 
that  makes  working  elsewhere  such  a 
!  drag.”  -  John  Newsom,  first-place  win- 
I  ner  in  the  Education  Writers  Associa¬ 
tion  awards 

j  “The  company  offers  the  most  extensive 
collection  of  on-site  professional- 
I  development  opportunities  I've  ever 
j  heard  of.”  -  Lydian  Bernhardt,  assistant 
features  editor 

If  you  like  what  you  hear  and  have  at 
least  two  years  of  experience,  please 
send  a  letter,  resume  and  work  sam¬ 
ples  that  demonstrate  writing  ability, 
creativity,  initiative  and  news  judgment 
to  Ed  Williams,  recruitment 
I  coordinator.  News  &  Record,  200  E. 
Market  Street,  Greensboro,  NC 
27420. 

ASSISTANT  CITY  EDITOR 

I  With  all  these  job  openings,  why 
would  you  consider  coming  to  the 
Lewiston  Tribune?  For  many  reasons, 
including:  the  opportunity  to  edit  and 
help  guide  a  staff  of  talented  and 
'  experienced  reporters  at  a  quality, 

■  25,000  AM  that  is  family  owned.  No 
i  tornadoes,  hurricanes,  blizzards,  high 
I  humidity  or  traffic  congestion . 

I  Sure,  it's  a  night  job,  but  days  and 
j  weekends  you  can  kayak,  hike,  fish  for 
I  steelhead  five  minutes  from  the  office, 
j  play  golf  or  take  classes  at  two 
universities  40  minutes  away  or  a  state 
i  college  in  town.  If  you're  an  experi- 
>  enced  journalist  and  are  interested, 

I  send  a  resume,  references  and  work 
I  samples  to  Paul  Emerson,  managing 
j  editor,  505  C  Street,  Lewiston,  ID  83501 . 

E-mail  at  pemerson@lmtribune.com 

ASSISTANT  CITY  EDITOR 
Award-winning  suburban  Philadelphia 
35,000  AM  seeks  versatile  editor  for 
1  4-person  local  assigning  desk.  You  will 
I  help  direct  and  mentor  news,  features 
j  and  business  reporters.  Send  letter, 
j  resume,  samples  to  Raymond  J. 
Lamont,  managing  editor.  Doily  Local 
News,  250  N.  Bradford  Avenue,  West 
Chester,  PA  1 9382. 

ASSISTANT  EDITOR 

Flexible  assistant  editor  with  good 
organization  and  management  skills 
needed  for  a  new  Philadelphia  daily 
newspaper.  Good  judgment  of  hard 
news,  3+  years  experience  with  daily 
j  newspaper  required.  Responsible  for 
I  doily  management  of  editors  and  free 
lance  reporters.  Edit  articles  and  select 
news  stories.  Competitive  pay  and 
benefits  package.  EOE  .  Please  E-mail 
metropa@hotmail.com  fax  resume  and 
cover  letter  (610)  642-0 1 79  or: 

(215)  569-8058  attn:  James  Cox 


ASSISTANT  EDITOR/REPORTERS 
The  Belleville  (IL)  News-Democrat,  a 
Knight  Ridder  daily,  circulation 
63,000,  near  St.  Louis,  has  openings 
for  an  assistant  city  editor,  business 
I  reporter  and  courts  reporter.  Candi- 
1  dates  must  have  two  years  editing  or 
reporting  experience  on  a  daily  news¬ 
paper.  Resume  and  clips  to  Gary 
1  Dotson,  city  editor,  Belleville  News- 
j  Democrat,  P.O  Box  427,  Belleville,  IL 
I  62222.  E-mail:  gdotson@BND.com 

'  ASSISTANT  SPORTS  EDITOR 
The  Antelope  Valley  Press  is  looking 
for  an  assistant  sports  editor  for  its 
I  award-winning  editorial  staff.  Candi- 
^  date  will  possess  two  to  three  years  of 
I  experience  on  a  sports  copy  desk, 

I  strong  layout  and  design  skills, 
!  excellent  word  skills  and  an  ability  to 
work  flexible  hours.  Knowledge  of 
QuarkXPress  and  Photoshop  also  are 
beneficial.  We  are  looking  for 
someone  with  a  good  attitude  and 
creative  background  to  come  in  and 
spice  up  our  sports  section.  Interested 
I  candidates  should  send  cover  letter, 
resume  and  clips  to  Antelope  Valley 
Press,  Personnel  Department,  P.O.  Box 
4050,  Palmdale,  CA  93590-4050. 

AnORNEY  REPORTER 
;  Attorneys  sought  to  write  news  stories 
j  and  summarize  court  decisions  for 
!  statewide  legal  publication  based  in 
I  Cleveland.  Excellent  academics  and 
I  superior  communications  skills 
I  required.  Please  send  resume  including 
I  salary  requirements  to  Ohio  Publisher, 
P.O.  Box  14148,  Cleveland,  OH 
44114-0148. 


i  AWARD  WINNING  MINNESOTA 
j  twice  weekly  seeks  exceptional  talent  to 
'  lead  news  department.  Growing 
regional  group  with  several  dailies  and 
1  weeklies.  Above  average  salary,  great 
I  benefit  package,  outstanding  area  to 
I  live,  personal  growth  opportunity.  All 
‘  replies  in  confidence.  Dennis 
Winskowski,  Detroit  Lakes  Tribune, 
511  Washington  Avenue,  Detroit 
Lakes,  MN  56501 . 

I  BEAT  REPORTER:  The  Monitor,  a  fast- 
I  growing  daily  on  the  Texas-Mexico 
border,  has  an  opening  for  a  city  beat 
I  reporter.  This  writer's  position  requires 
:  a  journalism  background  and  the 
i  ability  to  write  well  about  almost  any¬ 
thing.  The  reporter  will  write  news  and 
1  feature  stories  about  people  and  their 
'  activities,  and  cover  trends  and  the 
workings  of  local  government  in  Edin¬ 
burg,  Texas,  the  fastest-growing  county 
seat  of  Hidalgo  County.  The  reporter 
will  also  write  page  one  centerpieces 
and  have  the  chance  to  develop 
special  projects  and  series.  Reply  with 
!  resume  and  published  writing  samples 
I  to  Managing  Editor  Paul  Binz,  c/o  The 
j  Monitor,  P.O.  Box  1578,  McAllen,  TX 
78505. 


E&P’s  Classified 

- ►  ◄ - 

The  newspaper 
industry’s  meeting 
place.  (ZU)  675'4380 


Classified  Advertisers:  If  you  don't  see  a  category 
that  fits  your  needs,  please  call  us  at  (212)  675-4380  ext.  171 


“dd  Cleveland 

two  more 

experienced  writers  to  the  staff  of  its 
newest  weekly,  Cleveland  Scene.  The 
paper  publishes  hard-hitting,  magazine- 
style  news  stories  as  well  as  provocative 
music  and  arts  coverage.  This  work  goes 
beyond  mere  fact-finding-we  want  writers 
who  can  craft  compelling  narratives, 
analyze  complex  subjects  and  put  the 
city’s  news  in  perspective. 

2 

1 

New  Times  offers  competitive  salaries 
and  benefits.  Interested  candidates 

S' 

should  send  cover  letter,  resume  and 
clips  to: 

Christine  Brennan 

Executive  Managing  Editor 

New  Times,  Inc. 

RO.  Box  5970 

Denver,  CO  80217 

To  leam  more  about  New  Times,  visit  our  website  at  www.newtimes.com. 
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HELP  WANTED 


_ EDITORIAL _ 

BEST  SPORTS  JOB  AROUND 
Sports  Editor  for  1 7,000  circulation 
doily  in  Northeast  Florida's  most  desira¬ 
ble  location.  Extensive  knowledge  of 
QuarkXPress  and  working  knowledge 
of  Photoshop  along  with  proven  design 
skills  a  must.  Must  oe  a  talented  writer, 
a  finicky  editor  and  display  leadership 
skills.  Heavy  emphasis  on  local,  com¬ 
munity  sports  but....  we  cover  the 
Jacksonville  Jaguars,  Gators,  TPC,  ATP 
and  the  World  Golf  Hall  of  Fame  is 
ours.  Send  clips  and  resume  to  Jim  Sut¬ 
ton,  editor,  St.  Augustine  Record,  P.O. 
Box  1 630,  St.  Augustine,  FL  32085. 

BIUNGUAL  NEWS  EDITOR 
Innovative  online  Spanish-language 
news  site  seeks  an  experienced  bi¬ 
lingual  (Spanish/English)  news  editor. 
You'll  be  the  liaison  between  the  online 
staff  and  the  staff  of  El  Nuevo  Herald, 
the  fastest  growing  newspaper  in  the 
country.  Strong  Spanish-language  edit¬ 
ing  skills  and  a  keen  news  sense  are 
essential.  Apply  if  you  have  a  strong 
interest  in  the  Net,  even  if  you  don't 
have  direct  online  experience.  E-mail 
your  cover  letter,  resume  and  salary 
requirements  to  jlegon@herald.com 


_ EDITORIAL _ 

BUSINESS  AND  TECH  REPORTERS 
I  The  Orange  County  Business  Journal 
I  has  two  plum  job  openings.  One  is  for 
!  a  senior  reporter.  We  seek  an 
:  accomplished  business  journalist  to 
!  write  high-impact,  big-picture  stories. 

I  The  other  is  for  a  technology  reporter, 

!  to  cover  the  action  in  the  heart  of 
:  Southern  CA's  “  tech  coast”, 
i  What  can  the  Orange  County  Business 
Journal  offer  you? 

'  •A  desirable  place  to  live. 

•Great  stories  in  one  of  the  world's  hot- 
!  test  economies,  the  “Tech  Coast,” 
Orange  County  is  a  multi-cultural  com- 
!  munity  filled  with  high-growth  com¬ 
panies,  creative  individuals  and  risk¬ 
taking  entrepreneurs. 

•High  pay. 

I  •Excellent  career  development.  OCBJ 
:  staffers  have  gone  on  to  Forbes,  Bloom- 
i  berg,  Reuters,  Bridge,  Investor's  Busi- 
1  ness  Daily,  the  Los  Angeles  Times,  The 
i  Orange  County  Register,  the  Min- 
i  neapolis  Star  Tribune  and  many 
editorships. 

i  CONTACT  Editor  Rick  Reiff  at  the 
I  OCBJ,  2600  Michelson  Drive,  Suite 
I  170,  Irvine,  CA  92612.  Phone  (949) 

:  833-8373.  Fax  (949)  833-8751 . 
reiff@ocbj.com  www.ocbj.com 


It’s  A  Classified  Secret! 

We'll  never  reveal  the  identity  of  an  E&P  box  holder. 

If  you  don't  want  your  reply  to  go  to  certain  newspapers  (or  companies),  seal 
your  reply  in  an  envelope  addressed  to  the  E&P  Classified  Advertising 
Department  with  an  attached  note  listing  the  newspapers  or  companies  you  do 
not  want  the  reply  to  reach.  If  the  Box  Number  you're  answering  is  on  your  list. 
We'll  discard  your  reply. 


EDITORIAL  EDITORIAL 


Phoenix 

dynamic  arts  and 
features  editor  to 

manage  its  176-page  flagship  news 
and  entertainment  weekly  (132,000 
circulation).  The  managing  editor  works 
directly  with  writers  to  help  shape  local 
arts  coverage  and  to  edit  magazine-length 
feature  stories.  The  managing  editor  also 
supervises  the  day-to-day  operations  of  the 
editorial  department.  Fine  writing  and 
editing  skills  are  a  must;  the  interview 
process  includes  a  test. 

New  Times  offers  competitive  salaries  and 
benefits.  Interested  candidates  should 
send  cover  letter,  resume  and  clips  to; 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

RO.  Box  5970 
Denver,  CO  80217 

To  learn  more  about  New  Times,  visit  our  website  at  www.newtimes.(X)m. 


_ EDITORIAL _ 

BUSINESS  EDITOR 

I 

!  The  Buffalo  News,  award-winning, 

I  upstate  New  York  daily  seeks  business 
I  editor  to  direct  coverage  of  active  and 
!  varied  business  community.  Ten- 
i  member  staff  emphasizes  daily 

enterprise,  Sunday  takeouts  and  hard¬ 
hitting  beat  coverage.  Seeking  individ- 
j  ual  with  drive,  clear  sense  of  news, 

!  who  can  work  easily  with  all  constituen- 
:  cies  and  direct  a  section  geared  to 
general  readers.  Coverage  competes 
!  with  aggressive  weekly  and  candidates 
should  enjoy  going  toe  to  toe.  Position 
'  is  a  member  of  newsroom  manage- 
j  ment  team.  Ideal  candidate  is  currently 
’  an  editor  at  1 00,(X)0-plus  daily  who  is 
ready  to  move  to  larger  paper,  or  the 
editor  of  o  business  weekly,  but  women 
and  minority  business  reporters  also 
;  encouraged  to  apply.  An  equal  oppor- 
j  tunity  employer.  Please  send  cover  let- 
'  ter,  resume  and  examples  of  your  work 
'  to  Stephen  W.  Bell,  managing  editor, 

I  The  Buffalo  News,  One  News  Plaza, 

I  PO.  Box  1 00,  Buffalo,  NY  1 4240. 

i  BUSINESS  REPORTER 

I  The  employee-owned  Omaha  World- 
I  Herald  (225,(XK)  circulation  on  week¬ 
days,  285,000  Sundays)  seeks  a 
I  skilled,  aggressive  reporter  to  produce 
I  high-profile  business  stories.  Omaha, 

;  one  of  America's  most  livable  cities,  is 
j  home  to  the  likes  of  ConAgra  Inc., 
Union  Pacific  Corp.,  Ameritrade  and 
I  Warren  Buffett's  Berkshire  Hathaway 
!  Inc.  We're  taking  our  business  cov- 
;  erage  up  several  notches  as  we  pre- 
i  pare  to  open  a  $1(X)  million  produc¬ 
tion  facility  in  2001 .  If  you  can  write 
with  flair  and  have  a  track  record  of 
breaking  big  stories  before  the  press 
,  release  comes  out,  please  apply.  Send 
:  resume,  clips  and  a  cover  letter  to: 

Jeff  Gauger,  assistant  managing  editor 
j  Onriaha  World-Herald 

World-Herald  Square 
j  Omaha,  NE  68 102- 11 38 


I  BUSINESS  REPORTER 

American  Banker,  the  top  daily  news¬ 
paper  on  financial  services,  has  an 
i  immediate  opening  for  a  reporter  with 
4-7  years  experience.  Business  writing 
for  a  doily  newspaper  preferred.  Send 
resume,  cover  letter  and  a  few  clips  to 
Debra  Cope,  American  Banker,  1  State 
Street  Plaza,  New  York,  NY  1 0004. 

BUSINESS  WRITER/JOURNALIST 
j  www.lnsure.com  -  West  Hartford,  CT 

lnsure.com  is  the  Internet's  No.  1 
source  for  consumer  insurance  informa¬ 
tion.  Our  award-winning  site  will  give 
I  your  work  national  exposure  and  a 
monthly  reader  base  of  over  350,0(X). 
As  our  Business  Writer,  you'll  cover  life 
insurance,  annuities,  and  retirement 
planning.  You'll  develop  features  and 
news  stories  and  create  your  own 
online  pages.  Required:  Four  years 
I  news-reporting  experience.  Knowledge 
of  personal  finance  topics,  especially 
life  insurance,  needed.  Send  resume 
and  clips  to  Amy  Danise,  managing 
editor,  lnsure.com 

adanise@insure.com 
76  LaSalle  Road 
West  Hartford,  a  06 107 
i  Fax:(860)231-7357 


! _ EDITORIAL _ 

j  BUSINESS  WRITER 

j  The  San  Diego  Union-Tribune  is 
adding  a  full-time  personal  finance/ 
banking  reporter  to  its  growing  busi¬ 
ness  staff.  Spend  your  weeks  devel¬ 
oping  cutting  edge  financial  coverage 
in  one  of  the  nation's  most  active  invest¬ 
ment  communities;  enjoy  your 
weekends  in  a  city  graced  by  the 
nation's  nicest  weather.  For  more 
information  on  this  opportunity,  please 
call  Steve  Prosinski,  senior  editor  for 
{  Business  and  Sports  at: 

I  (619)  293- 1 303  or  send  E-mail  to: 

!  steve.prosinski@uniontrib.com 

I  CAN  YOU  break  the  news  and  amplify 
j  on  it  with  issue  stories?  The  Naples 
!  Daily  News  is  looking  for  enterprising 
reporters  to  add  to  a  staff  that  pro¬ 
duces  a  three-edition,  medium-sized 
daily  with  a  heavy  emphasis  on  local 
news.  The  Daily  News  is  in  coastal 
Southwest  Florida,  where  you  can 
unwind  on  the  pristine  beaches  of  the 
Gulf  of  Mexico.  Send  resume,  clips  to 
Todd  Pratt,  9102  Bonita  Beach  Road, 
j  Bonita  Springs,  FL  341 35. 

CITY/SPORTS  REPORTERS 
I  Aggressive,  award-winning  six-day 
PM  newspaper  in  growing  university 
town  north  of  New  Orleans  has  2  open- 
1  ings:  city  reporter  and  sports  reporter, 
i  Never-dull  community  news  is  our 
j  specialty.  Send  resume  and  clips  to 
Editor  Lil  Mirando,  Daily  Star,  P.O. 

I  Box  1 1 49,  Hammond,  LA  70404, 

I  E-mail  to  staredit@i-55.com  or  coll 
!  (504)  345-2333,  ext.  207 


i  COME  WORK  IN  PARADISE 
j  Entry-level  general  assignment/sports 
I  reporter  sought  for  Knight  Ridder 
j  weekly  newspaper  in  the  Florida  Keys. 

!  Great  job  in  a  great  environment  for 
recent  college  graduate.  Extensive 
benefits  begin  on  the  first  day  of  work. 
Send  resume,  variety  of  samples  of 
I  your  work  to  Jackie  Harder,  editor.  The 
j  Reporter,  P.O.  Box  1 1 97,  Tavernier,  FL 
33070. 


COPY  DESK  CHIEF 

We  asked  our  25-person  copy  desk 
why  you  should  join  the  News  & 
Record,  a  100,000-circulation  daily  in 
Greensboro,  NC.  They  said: 

“The  best  thing  about  working  at  the 
News  &  Record  copy  desk  is  me  peo- 
le.  They  are  unfailingly  friendly  and 
elpful.  The  copy  desk  is  a  real  team 
effort.”  -  copy  editor  Bonnie  Lawrence. 
The  company  offers  the  most  extensive 
collection  of  on-site  professional- 
development  opportunities  I've  ever 
heard  of.”  -  Lydian  Bernhardt,  former 
copy  desk  chief,  now  assistant  features 
editor. 

If  you  like  what  you  hear  and  have 
copy  desk  management  experience, 
send  a  letter,  resume  and  work  sam¬ 
ples  to  Ed  Williams,  recruitment 
coordinator.  News  &  Record,  200  E. 
Market  Street,  Greensboro,  NC 
27420. 


FAX  your  ad  to 
212  4929  ♦1259 
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HELP  WANTED 


_ EDITORIAL _ 

COPY  EDITOR  -  The  Springfield  News- 
Sun,  a  34,000  AM  Ohio  daily  located 
between  Columbus  and  Dayton,  whose 
staff  has  received  95  Associated  Press 
awards  in  the  1 990s,  has  an  opening 
for  a  copy  editor.  Candidates  must  be 
more  than  a  spell-checker  with  local 
copy,  have  experience  in  pagination, 
layout  and  design.  The  work  week 
(37.5  hours),  salary,  benefits  package 
(401  (k),  personal  days,  birthday,  holi¬ 
days,  etc.)  are  very  competitive.  Send 
resume,  layout  samples  to  Jack 
Bianchi,  managing  editor,  Springfield 
News-Sun,  202  N.  Limestone  Street, 
Springfield,  OH  45503. 

Phone  (937)  328-0362 


COPY  EDITOR  -  The  Ann  Arbor  News, 
one  of  Michigan's  fastest  growing 
dailies,  has  an  opening  for  an  experi¬ 
enced  copy  editor  on  its  news  desk. 
The  successful  candidate  will  join  our 
desk  rotation  handling  a  variety  of 
news  and  feature  pages  for  our  three 
zoned  editions.  We're  looking  for 
someone  who  can  write  crisp  headlines 
and  package  late-breaking  stories  on 
deadline.  Pagination  experience  with 
QuarkXPress  and  excellent  layout  and 
design  skills  are  reciuired.  Applicants 
should  send  a  cover  letter,  resume  and 
samples  of  their  work  to  News  Editor, 
Andy  Chapelle,  340  E.  Huron  Street, 
Ann  Arbor,  Ml  48106-1 147.  The  Ann 
Arbor  News  is  an  Equal  Opportunity 
Employer. 

COPY  EDITOR  wanted  for  50,000-plus 
daily  in  Burlington,  Vermont.  Two 
years  pagination  and  layout  experi¬ 
ence  plus  strong  headline  writing  skills 
a  must.  Work  in  one  of  the  most  livable 
small  cities  in  the  U.S.  on  Lake 
Champlain  an  hour  from  the  ski  slopes. 
Send  resume,  clips  to  Dennis  Redmond, 
news  editor.  The  Burlington  Free  Press, 
P.O.  Box  1 0,  Burlington,  VT  05402. 

E-mail  bfreepress@aol.com 


COPYEDITOR 

Business  is  booming  in  Boston,  so  we 
need  a  talented  hand  ready  to  take  a 
step  up.  The  Boston  Herald  produces 
the  most  concise,  comprehensive  daily 
business  news  report  in  New  England, 
so  the  person  we're  looking  for  must 
hove  talent  and  skill  and  be  ready  to 
prove  it  on  deadline,  every  day.  We're 
a  fast-paced  tabloid  that  needs  an 
experienced  page  designer,  line  editor 
and  headline  writer.  You  should  be  com¬ 
fortable  handling  financial  information, 
know  QuarkXPress  and  Photoshop  and 
offer  us  at  least  four  years  of  daily 
copy  desk  experience. 

We  offer  an  opportunity  to  make  a  dif¬ 
ference  in  a  world  financial  center  that 
is  also  one  of  America's  most  livable 
cities.  Send  a  resume  and  a  few  work 
samples  to  Boston  Herald,  Business 
Editor  Ted  Bunker,  1  Herald  Square, 
Boston,  MA  02106. 

Don't  wait  -  we  won't 


_ EDITORIAL _ 

COPYEDITOR 

The  Press  of  Atlantic  City  (NJ)  has  an 
opening  for  a  copy  editor  on  its  news 
desk.  We  are  an  80,000  circulation 
AM  daily  that  covers  southern  New 
Jersey  and  a  town  that  features  1 2 
ambling  casinos.  Candidates  should 
ave  three  years'  experience  in  copy 
editing  and/or  reporting.  QuarkXPress 
experience  a  plus.  Resume,  clips  to 
Peter  M.  Brophy,  Press  of  Atlantic  City, 

1 1  Devins  Lane,  Pleasantville,  Nj 
08232. 


COPYEDITOR 

The  Antelope  Valley  Press  seeks  copy 
editor  with  two  years  experience  in 
copy  editing  and  page  design;  strong 
language  skills,  including  spelling, 
grammar,  punctuation  oncT  familiarity 
with  Associated  Press  style;  proficiency 
on  Macintosh  and  IBM-based  computer 
systems  for  editing  and  page  design, 
including  a  working  knowledge  of 
QuarkXPress.  Reguires  a  B.A.  d^ree 
in  English,  journalism,  or  five  years  of 
equivalent  work  experience.  Our  10- 
person  desk  puts  out  an  award¬ 
winning  community  paper  that  domi¬ 
nates  its  market  and  is  growing. 
Interested  candidates  should  send 
resume  to  Antelope  Valley  Press, 
Personnel  Department,  P.O.  Box  4050, 
Palmdale,  CA  93590-4050. 


COPYEDITOR 

The  York  Daily  Record  is  a  43,000- 
circulation  AM  daily  in  a  growing, 
scenic  community  north  of  Baltimore. 
We  pride  ourselves  on  outstanding 
projects,  thorough  coverage,  great 
artwork  and  fine  design.  It  can't  be 
done  without  great  copy  editors.  Our 
news  desk  needs  one.  Send  cover  let¬ 
ter,  resume,  work  samples  to  Mark 
Moore,  news  editor,  York  Daily 
Record.  P.O.  Box  15122,  York,  PA 
1 7405.  EOE.  Check  us  out  at: 

www.ydr.com 


COUNTY  GOVERNMENT  REPORTER 
The  Las  Vegas  Review- Journal,  a 
164,000  daily,  seeks  an  experienced 
reporter  to  cover  the  governing  body 
presiding  over  the  nation's  fastest  grow¬ 
ing  urban  area.  The  Clark  County  Com¬ 
mission  makes  decisions  that  affect  1 .2 
million  people  in  a  county  the  size  of 
New  Jersey  and  in  a  state  where  the 
Legislature  meets  just  1 20  days  every 
other  year.  This  is  the  key  to 
bureaucracy  managing  growth,  water, 
transportation  and  gaming  policy,  as 
well  as  providing  city  services  for  more 
than  5()0,000  people.  To  apply,  send 
resume,  cover  letter  and  clips  to 
Annette  Caramia,  city  editor.  Las 
Vegas  Review- Journal,  P.O.  Box  70, 
Las  Vegas,  NV  891 25. 


EDITOR  POSITIONS  OPEN 
Daily  in  Connecticut's  northwest  corner 
has  openings  on  its  desk.  QuarkXPress 
ability  a  must.  Resume  and  clips  to  Jon 
Cooper,  The  Register  Citizen,  190 
Water  Street,  Torrington,  CT  06790. 


CLASSIFIED  ADVERTISING  DEADLINES 

In-Column  Advertisements:  Tuesday  noon  (EST)  for  following  Saturday  issue 
Classified  Display:  Friday  5pm  (EST)  8  days  prior  to  publication 


_ EDITORIAL _ 

EDITOR/REPORTER.  Major  interna¬ 
tional  news  agency  seeks  experienced 
journalist  for  its  Washington  desk. 
Solid  knowledge  of  French  and 
Spanish  required.  Send  resumes  and 
clips  to  AAFP,  1015  15th  Street,  NW, 
Suite  500,  Washington,  DC  20005. 

Attn:  Charlie  Whelan 


EDITOR/WRITER  for  online  magazine, 
covering  behavioral  health  issues  for 
general  readership.  Fast-growing 
Internet  company  in  Wilmington,  DE. 
Reporting/editing  experience  and 
Web  know-how  required.  Clips/ 
resume  to  dale@epotec.com 


EDITOR 

ONUNE  NEWSSERVICE 
Highly  regarded  online  news  service 
for  lOOO-F  online  and  offline  pub¬ 
lications  such  as  LA  Times,  CBS  MW, 
WSJ  Online.  Minimum  2  years'  expe¬ 
rience  as  editor.  Minimum  five  years  as 
writer.  Prefer  Masters'  in  journalism. 
$65K  plus.  Send  job  history  to: 

Kris@inman.com 

EDITORS/REPORTERS 
Rapidly  growing  daily  in  Northern  VA 
needs  reporters,  copy  editors.  Jobs 
open  for  pros  and  beginners.  Send  let¬ 
ter,  resume,  clips  to  D.  Farmer,  Journal 
Newspapers,  9275  Corporate  Circle, 
Manassas,  VA  201 1 0;  E-mail 
dwf@jrnl.com  Fax  (703)  257-4600 
EEOC 


EDITORS/REPORTERS 

INVESTOR'S  BUSINESS  DAILY  con¬ 
tinues  to  add  to  its  staff  as  its  national 
audience  grows.  We're  looking  for 
experienced  journalists  to  write  about 
business,  the  economy,  public  policy, 
computing,  the  markets  and  successful 
people,  from  IBD  headquarters  in  Los 
Angeles  and  offices  in  New  York, 
Silicon  Valley  and  Washington.  Loca¬ 
tions  vary  with  position.  News  editing, 
copy  eaiting,  editorial  writing  and 
entry  level  writing/editing  positions 
also  available  in  Los  Angeles  only.  Fax 
resume  and  clips  to  Susan  Warfel, 
managing  editor,  (310)  577-7350. 
Please  call  (310)  448-6373  to  confirm 
receipt  of  fax. 

EDITORS:  Two  strong  editors  needed  at 
The  Herald  Bulletin,  a  31,000- 
circulation  daily  making  its  mark  as  an 
aggressive,  hard-hitting  champion  of 
the  community. 

ASSISTANT  CONTENT  EDITOR:  Help 
supervise  staff  of  nine  writers  in  a  key 
management  position.  Ideal  job  for  a 
strong  writer/editor  looking  for  first 
supervisory  role. 

COPY  EDITOR:  Work  on  news,  feature 
and  sports  copy.  Superior  grasp  of  AP 
style  required. 

Send  resume,  work  samples  to  Patrick 
Sanders,  The  Herald  Bulletin,  1 1 33 
Jackson  Street,  Anderson,  IN  4601 5. 


ENTERTAINMENT  EDITOR 
Entertainment  editor  for  39,000  daily 
on  CA's  central  coast.  Strong  editor/ 
writer/layout  artist  proficient  in  QuarkX¬ 
Press.  2  years  experience.  Send 
resume/cover  letter  and  clips  to 
Human  Resources,  The  Tribune,  P.O. 
Box  1 1 2,  San  Luis  Obispo,  CA  93406. 

EOE 


_ EDITORIAL _ 

ENTERTAINMENT  M/RITER 
Plugged-in  reporter  who  knows  popu¬ 
lar  culture  and  knows  daily  newspaper 
reporting  needed  for  our  four-person 
entertainment  team.  This  person  will 
cover  local  entertainment  -  music 
events,  TV,  radio,  other  leisure  octivity 
-  in  the  context  of  wider  trends.  The 
Huntsville  Times  is  a  60,0(X)  daily  in  a 
progressive  city.  Send  letter,  resume, 
clips  to  Joe  Distelheim,  editor,  P.O.  Box 
1 487,  Huntsville,  AL  35807.  E-mail: 
joed@htimes.com 


ENTRY  LEVEL  general  assignment 
reporter,  competitive  pay  and  benefits; 
friendly  small  town  (Middletown,  DE) 
located  within  an  hour  of  major  cities. 
Send  three  stories  (and  pictures  if  you 
have  any)  to  Don  Flood,  Dover  Post, 
P.O.  Box  664,  Dover,  DE  1 9904. 


I  EVENING  EDITOR-IN-CHARGE  -  A 
j  mid-sized  afternoon  daily  in  a  vibrant 
t  university  town  needs  on  experienced 
evening  editor  to  help  us  jump  start  our 
three  zoned  editions.  We're  looking  for 
someone  who  has  excellent  news  judg¬ 
ment,  content  editing  skills  and  a  flair 
for  layout  and  page  design.  This 
person  will  work  an  evening  snift  Sun¬ 
day  through  Thursday  and  should  feel 
confident  editing  and  rewriting  local 
copy,  working  with  reporters  and 
photographers,  and  designing  local 
pages  and  centerpieces  for  our  first- 
j  zoned  edition  off  the  press.  Send 
resume  and  samples  to  Box  08950, 
i  Editor  &  Publisher. 


EDITORIAL 


1 

i 

TAKE  THE  PULSE 

OF  D.C.  ACTIVITIES 

Health  Fomm,  a  subsidiary  of  the 
American  Hospital  Association, 
has  an  opportunity  available  as  a 
STAFF  WRITER.  Your  beat  will  be 
the  federal  government  and  other 
health-related  activities  in  the 
nation's  capitol.  You'll  seek, 
establish  and  maintain  reliable 
sources  in  D.C.  and  in  state 
offices;  initiate  story  ideas  within 
the  newspaper's  general  objec¬ 
tives;  and  work  closely  with  editors 
and  artists.  Writing  must 
demonstrate  in-depth  analysis 
and  focus  for  your  targeted 
audience.  Skills  and  knowledge 
typically  acquired  through  a 
B.A7B.S.  degree  in  Journalism;  3- 
5  years'  professional  writing 
experience  (newspaper  pre¬ 
ferred);  and  superior  com¬ 
munication  and  interpersonal  skills. 

We  offer  an  excellent  salary/ 
benefits  package.  Please  fax  or 
send  your  resume  and  salary 
requirements  in  confidence  to 

AHA,  HR/Staff  Writer, 
One  North  Franklin, 
Chicago,  IL  60606. 

Fax:  (312)422-4576 
E-mail:  lvoypick@aha.org 
EOE 
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HELP  WANTED 

EDITORIAL  i 

EXECUTIVE  EDITOR  i 

California's  newspaper  company  with  | 
papers  in  Sacramento,  Chico  and  Reno  | 
seeks  a  new  executive  editor  to  i 
supervise  its  three  alternative  papers. 
The  News  &  Review  seek  candidate 
with  an  outstanding  background  edit¬ 
ing  news,  arts  and  feature  stories. 
Management  ability  a  must.  Alternative 
background  a  plus.  Send  cover  letter,  j 
resume  and  clips  to  Melinda  Welsh, 
executive  editor,  1015  20th  Street,  | 
Sacramento,  CA  958 14.  I 

EXPERIENCED  REPORTER  j 

The  Observer- Dispatch  in  Utica,  NY,  a  j 
50,000  AM  Gannett  daily,  is  looking  j 
for  a  tough,  serious-minded  municipal  | 
government  reporter  with  at  least  3-5  j 
years  of  experience.  This  is  a  job  in  I 
which  the  reporter  must  be  thorough 
and  accurate;  enjoy  the  rough  and  tum¬ 
ble  of  public  debate;  and  be  able  to 
press  for  information  and  documents  in  | 
the  face  of  occasionally  intense  j 
resistance.  Computer-assisted  reporting  i 
experience  is  a  plus.  Send  resume  and 
half-dozen  samples  to  Rick  Jensen, 
editor,  Observer-Dispatch,  221  Oriskany 
Plaza,  Utica,  NY  1 3501 . 

We  value  diversity 

INDIANA'S  FASTEST  GROWING  daily  * 
newspaper,  the  Post-Tribune,  is  seeking  | 
an  experienced  photojournalist  to  lead  i 
our  10-person  photo  department  into 
the  21  St  century. 

Our  new  photo  editor  will  be  a  proven 
communicator  with  an  eye  for  photo  1 
presentation,  layout  and  design.  Our  ' 
new  photo  editor  will  also  have  a  talent 
for  transcending  the  usual  norms  of 
journalism. 

We  are  an  aggressive  newspaper  in  a  j 
competitive  market  and  want  a  photo 
editor  who  knows  how  to  compete. 

If  you  are  up  to  the  challenge,  send  1 
cover  letter,  resume  and  samples  of  j 
your  work  to  Stephen  Snelgrove,  man-  j 
aging  editor,  Post-Tribune,  1065  i 
Broadway,  Gary,  IN  46402. 

MANAGING  EDITOR  needed  for  i 
Northern  Virginia  Daily,  a  6-day  AM  ! 
newspaper  in  a  growing  area  of  the  | 
Shenandoah  Valley  that  has  been  the 
most  honored  small  daily  in  the  state  1 
for  the  past  decade.  Editor  would  j 
manage  staff  of  two  AMEs,  two  copy 
editors,  four  page  designers,  four-  i 
person  sports  staff,  eight  news  j 
reporters  and  three  photographers.  I 
Candidate  must  be  able  to  monage  j 
and  develop  staff  in  three  bureaus  i 
while  maintaining  the  Daily's  high  stan¬ 
dards  in  local  news  coverage.  Superior 
command  of  the  language  and  AP  style  j 
is  a  must.  Experience  in  reporting  and  j 
editing  required.  The  Daily  has  a  fully  j 
paginated  newsroom  with  state-of-the- 
art  equipment.  Competitive  salary  and  i 
benefits.  Send  resume  and  cover  letter  i 
to  Pom  Bell,  human  resources  director. 
Northern  Virginia  Daily,  P.O.  Box  69, 
Strasburg,  VA  22657.  Fax  (540)  465- 
61 53  or  E-mail  nvd@shentel.net 
Questions?  Call  (540)  465-51 37 


_ EDITORIAL _ 

MANAGING  EDITOR 
Experienced  journalist  needed  for  a 
veteran  news  department  in  North  Cen¬ 
tral  Oklahoma.  Afternoon  daily.  Expe¬ 
rience  with  Macintosh,  QuarkXPress, 
Photoshop,  helpful.  Strong  editing  and 
management  skills  essential.  Com¬ 
petitive  salary  and  good  benefits 
package.  Contact  Tom  Muchmore, 
publisher,  Ponca  City  News,  P.O.  Box 
191,  Ponca  City,  OK  74602. 

MANAGING  EDITOR/NEWS 
The  News-Times,  in  Danbury,  CT,  with 
36,000  daily  circulation  and  42,500 
Sunday,  seeks  a  Managing  Editor/ 
News  to  make  the  paper  vibrant  and 
essential  every  day.  Successful  candi¬ 
date  will  oversee  the  daily  news  gather¬ 
ing  operation,  including  reporting  staff, 
photo  and  graphics. 

Contact  Paul  Steinmetz,  editor.  The 
News-Times,  333  Main  Street,  Dan¬ 
bury,  CT  06810.  Application  deadline 
is  October  4, 1 999. 

MOVING  to  San  Francisco?  We  have 
a  full-time  writer/ reporter's  job  open 
on  a  Jewish  weekly.  Newspaper  expe¬ 
rience  required.  Clips,  resume  to 
JBNC,  225  Bush,  #1480,  San  Fran¬ 
cisco,  CA  94104.  No  calls. 

NASHVILLE  BUSINESS  JOURNAL,  the 
weekly  business  newspaper  in 
Nashville,  TN,  has  an  opening  for  a 
dynamic,  detail-oriented  reporter.  Con¬ 
tact  Editor  Bill  Lewis  by  fax  at  (615)  248- 
6523  or  E-mail  at  blewis@amcity.com  We 
offer  competitive  salary  and  benefits  and 
a  professional  work  environment. 

NEWS  EDITOR/REPORTER  sought  by 
established  alternative  newsweekly  in 
state  capital.  2  years  experience.  Send 
resume,  clips  to  Amy  Singmaster,  Free 
Times,  P.O.  Box  8515,  Columbia,  SC 
29202.  FAX  (803)  739-2489. 

E-mail:  ads@free-times.com 

NIGHT  EDITOR 

Adaptable,  experienced  editor  for  city 
desk  of  a  mid-20,000  daily  in  Vir¬ 
ginia's  Shenandoah  Valley.  We  are  a 
PM  five  days  a  week,  AM  on  Saturday, 
going  all  AM  in  April  2000.  Looking 
for  hands-on  editor  with  an  eye  for 
detail.  Resume  to  Ron  Morris,  manag¬ 
ing  editor.  The  Winchester  Star,  2  N. 
Kent  Street,  Winchester,  VA  22601 . 

E-mail:  news@winchesterstar.com 


NEWS  Makes  The  Difference 

♦  Editor  &  Publisher  is  NOT  a 
monthly  journalism  review. 

♦  Editor  &  Publisher  is  NOT  a 
monthly  association  house  organ. 

♦  Editor  &  Publisher  IS  the 
only  independent  weekly 
NEWS  magazine  covering  the 
newspaper  industry. 

EDITOR  &  PUBLISHER 
11  West  19th  Street 
New  York,  NY  10011 
(212)  675-4380 


I _ EDITORIAL _ 

J  PAGE  DESIGNERS 

I 

I  We  asked  our  staff  why  you  should 
work  at  the  News  &  Record,  a 
100,000-circulation  daily  in  Greens¬ 
boro,  NC.  They  said: 

“The  best  thing  about  working  at  the 
News  &  Record  copy  desk  is  the  peo- 
I  pie.  They  are  unfailingly  friendly  and 
helpful.  The  copy  desk  is  a  real  team 
effort"  -  copy  editor  Bonnie  Lawrence 
I  “The  company  offers  the  most  extensive 
collection  of  on-site  professional- 
!  development  opportunities  I've  ever 
heard  of."  -  Lydian  Bernhardt,  former 
copy  desk  chief,  now  assistant  features 
editor 

!  If  you  like  what  you  hear  and  have  at 
least  two  years  of  experience,  please 
I  send  a  letter,  resume  and  work  sam- 
;  pies  that  demonstrate  design  and 
layout  skills,  language  skills,  creativity, 
j  initiative  and  news  judgment  to  Ed 
i  Williams,  recruitment  coordinator, 

I  News  &  Record,  200  E.  Market  Street, 

I  Greensboro,  NC  27420. 

PAGE  DESIGNER 

Arkansas's  best  daily  newspaper  needs 
page  designers  who  want  to  live  and 
work  in  the  beautiful  Ozarks.  Good 
news  judgment  and  copy  editing  skills 
required.  If  you  are  proficient  on 
QuarkXPress  and  willing  to  work  eve¬ 
ning  and  weekend  hours,  fax  your 
I  resume  with  cover  letter  to  The  North- 
!  west  Arkansas  Times  (501 )  442-1741 . 

i  PHOTO  EDITOR:  The  Great  Falls 
I  Tribune,  a  34,000  circulation  Gannett 
j  newspaper  in  the  heart  of  Montana, 
seeks  a  photo  editor  to  direct  its  three- 
!  person  department.  Please  send  cover 
I  letter,  resume  and  portfolio  to  Jim 
I  Strauss,  executive  editor.  Great  Falls 
1  Tribune,  Box  5468,  Great  Falls,  MT 
59403. 

PHOTO  EDITOR 

j  Organized  individual  needed  for  a 
j  new  Philadelphia  daily  newspaper. 
Photoshop  and  knowledge  of  digital 
networks  a  must.  Responsibilities 
include  maintaining  good  relationship 
!  with  photographers  and  wire  services. 
Competitive  pay  and  benefits  package. 
Please  E-mail  metropa@hotmail.com  rax 
resume  and  cover  letter  (610)  642-01 79 
or  (2 1 5)  569-8058  ottn:  James  Cox. 
i  EOE 

PHOTOGRAPHER:  Come  shoot  for  a 
[  48,000-circulation  weekly  where  it's 
j  possible  to  achieve  statewide  POY 
j  status  and  win  overall  Photographic 
Excellence  five  times  in  10  years.  Job 
requires  Bachelor's  in  photojournalism, 
j  knowledge  of  Photosnop  and  famil- 
i  iarity  with  Catholic  Church.  Send 
I  resume,  clips  and  slide  portfolio  by  Sep¬ 
tember  30  to  editor.  Catholic  Courier, 
P.O.  Box  24379,  Rochester,  NY 
14624-0379. 

Whatever  course  you  have  chosen  hr 
yourself,  it  will  not  be  a  chore  but  an 
adventure  if  you  bring  it  to  a  sense  of 
the  glory  of  striving. . .  if  your  sights  are 
set  far  above  the  merely  secure  and 
mediocre 

David  Sarnoff 


_ EDITORIAL _ 

i  REAL  AGE,  INC.,  a  health-related 
Internet  company  based  in  San  Diego, 
is  currently  seeking  medical  and 
science  editors  and  writers  who  are 
energetic,  detail-oriented,  organized 
and  possess  leadership  skills,  strong 
news  judgment,  and  the  ability  to  work 
under  deadline  pressure.  Must  have 
knowledge  of  statistical  and  medical  con¬ 
cepts  and  effective  writing  presentation 
techniques.  Applicants  should  pre¬ 
ferably  have  a  degree  in  the  biological 
sciences  and  at  least  3  years  of  related 
,  writing  experience.  Please  send  a 
I  cover  letter  and  resume  to: 

[  estephenson@realage.com  or 
I  Fax  (858)  552-6768 

REAL  ESTATE  REPORTER 
The  Business  Journal  in  Milwaukee  has 
an  immediate  opening  for  an 
aggressive  reporter  to  cover  com¬ 
mercial  and  residential  real  estate  and 
[  retail.  Three  years  reporting  experience 
j  at  a  daily  newspaper  or  weekly  busi- 
j  ness  publication  preferred.  Salary  com¬ 
mensurate  with  talent  and  experience. 

I  Send  cover  letter,  resume  and  work 
j  samples  to  Gary  Miller,  editor.  The 
I  Business  Journal,  600  W.  Virginia 
Street,  Suite  500,  Milwaukee,  Wl 
53204.  E-mail  milwaukee@amcity.com 

!  - - — - - 

]  REPORTER  -  The  Springfield  News-Sun, 

!  a  34,000  AM  Ohio  daily,  whose  staff 
has  received  95  Associated  Press 
;  awards  in  the  1990s,  has  an  opening 
I  for  a  reporter  with  at  least  three  years 
j  of  experience  at  a  daily  newspaper. 

1  Candidates  must  be  aggressive,  a  self¬ 
starter,  have  ability  to  write  clearly  on 
a  wide  range  of  subjects.  The  work 
I  week  (37.5  hours),  salary,  benefits 
I  package  (401  (k),  personal  days,  birth- 
!  day,  holidays,  etc.)  are  very  com- 
I  petitive.  Springfield  is  located  between 
Columbus  and  Dayton,  off  1-70. 
Resumes,  tear  sheets  should  be  sent  to 
j  Jack  Bianchi,  managing  editor,  Spring- 
!  field  News-Sun,  202  N.  Limestone 
'  Street,  Springfield,  OH  45503. 

I  Phone  (937)  328-0362 

j  REPORTER  -  The  Huron  Daily  Tribune, 
i  an  award-winning  daily  newspaper  in 
j  the  Upper  Thumb  of  Michigan,  has  an 
j  immediate  opening  for  a  reporter  who 
I  knows  how  to  tell  a  story  and  thrives 
i  on  variety.  VYe're  looking  for  someone 
!  with  experience  at  a  daily  or  weekly 
ready  to  make  a  move.  We  want  a  go- 
^  getter  who's  crazy  about  community 
news  to  join  our  team.  Photo  skills  and 
knowledge  of  QuarkXPress  a  plus. 
We're  part  of  the  Hearst  Corporation 
and  offer  a  competitive  salary, 
excellent  benefits  package,  and  more 
j  than  90  miles  of  beautiful  shoreline. 
Send  resume  and  samples  of  your  best 
work  to  Kelly  L.  Adams,  editor,  Huron 
Daily  Tribune,  211  N.  Heisterman 
Street,  Bad  Axe,  Ml  4841 3. 

I  REPORTER  FOR  business  and  gov- 
I  ernment  position  at  growing,  twice 
I  weekly  Nevada  newspaper.  J- school  or 
experience.  Photo,  computer  skills 
helpful.  Hank  Bond,  Pahrump  Valley 
Times,  E-mail:  hbond@pahrump.net 
Fax:  (775)  727-5309,  mail  2160  E. 
Cafvada  Blvd.,  Pahrump,  NV  89048. 
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.CLASSIFIED 


HELP  WANTED 


_ EDITORIAL _ 

REPORTER:  The  Free  Press,  top  award- 
winner  among  NC's  small  dailies, 
seeks  a  reporter  for  one  of  its  top 
beats,  the  city  beat.  Entry  level,  or  one 
to  two  years  experience.  Our  staff 
members  learn  here,  leap  to  the 
metros.  So  can  you.  Good  pay,  bene¬ 
fits.  Send  letter,  resume,  five  samples  of 
work,  four  references  to  Richard 
Wagner,  editor,  2103  N.  Queen 
Street,  Kinston,  NC  28501 . 


REPORTERS,  SPORTS  WRITERS,  weekly 
editor,  assistant  news  editors  (dailies) 
needed  for  a  group  of  growing  news¬ 
papers  in  Wisconsin.  Experience  not 
necessary  for  some  positions.  Good 
salaries,  excellent  benefits,  opportuni¬ 
ties  for  advancement.  Send  resume 
and  clips  to  SCWN,  Managing  Editor, 
P.O.  Box  116,  Wisconsin  Dells,  Wl 
53965. 


REPORTERS 

Flexible,  highly  organized  reporter 
with  minimum  4  years  experience, 
excellent  writing  skills  needed  for  a 
new  Philadelphia  daily  newspaper. 
Track  news  leads,  write  articles,  expe¬ 
rience  with  daily  newspaper  and 
deadlines  a  plus.  Degree  in  Journalism. 
Competitive  pay  ana  benefits  package. 
Please  E-mail  metropa@hotmail.com  rax 
resume  and  cover  letter  (610)  642-01 79 
or  (215)  569-8058  Attn:  James  Cox. 

EOE 


REPORTER 

Talented  writer  committed  to  com¬ 
munity  journalism  needed  by  daily  AM 
in  central  New  York.  Our  veteran  City 
Hall  reporter  was  promoted  and  now 
we're  looking  for  someone  with 
enough  experience  to  fill  her  shoes. 
Send  resume,  clips  to  Rachel  Dickler, 
city  editor.  The  Daily  Star,  P.O.  Box 
250,  Oneonto,  NY  1 3820. 


REPORTER 

The  Watertown  (NY)  Daily  Times,  a 
38,000  circulation  paper  near  Lake 
Ontario,  has  an  opening  for  a  general 
assignment  reporter.  Applicants  must 
have  a  B.A.  degree  and  internships  or 
reporting  experience.  Send  resume  to 
Bob  Gorman,  AME,  Watertown  Daily 
Times,  260  Washington  Street, 
Watertown,  NY  1 3601 . 


_ EDITORIAL _ 

j  RETAIL/DOWNTOWN 

DEVELOPMENT  REPORTER 

j  The  Seattle  Times  is  looking  for  a  top 
beat  reporter  to  cover  some  of  the 
I  nation's  leading  retail  companies, 

I  including  Nordstrom,  Starbucks,  REI 
and  Costco.  This  reporter  will  identify 
I  and  report  on  retail  trends  that  will 
!  shape  the  industry  in  the  next  century 
as  well  as  the  growing  field  of  E- 
j  commerce  and  online  companies  such 
as  Amazon.com  You'll  also  be  tracking 
I  major  changes  in  a  vibrant  downtown 
area,  and  writing  a  high-profile  weekly 
column  that  brings  readers  behind  the 
I  scenes  on  local  retail  trends.  Source 
!  Development  and  graceful  writing  are 
the  keys  to  this  beat.  Candidates 
should  send  cover  letter,  resume,  clips, 
story  ideas  and  a  one-page  summary 
of  how  you'd  approach  the  job  to 
I  Robert  Weisman,  business  editor.  The 
Seattle  Times,  P.O.  Box  70,  Seattle, 

,  WA98111. 


I  SENIOR  EDITOR 

I  Award-winning  monthly  trade  maga- 
j  zine  seeks  top-notch  reporter/writer  to 
j  cover  marketing,  design,  construction, 
and  business  beats  of  the  professional 
j  home  building  industry.  Requirements 
j  include  a  minimum  of  5  years  report- 
!  ing  and  writing  experience,  strong  edit¬ 
ing  skills,  and  the  ability  to  manage 
special  projects.  Knowledge  of  the 
housing  industry  a  plus.  Competitive 
salary  and  great  benefits.  Send  cover 
letter,  resume,  salary  requirements  and 
five  writing  samples  to  Cati  O'Keefe, 
Hanley-Wood,  Inc.,  One  Thomas  Cir¬ 
cle,  NW,  Suite  600,  Washington,  DC 
!  20005.  Visit  us  at: 

www.hanley-wood.com  EOE 


j  SPORTS  EDITOR 

I  Evergreen  Newspapers  is  seeking  a 
:  Sports  Editor  to  continue  our  excellent 
j  sports  coverage  in  the  foothills  of  the 
Rocky  Mountains,  only  40  minutes  out 
of  Denver. 

This  hands-on  position  requires  good 
sports  writing  skills,  familiarity  with 
Macintosh  computers  and  layout/ 
design  ability.  Send  writing/design 
samples,  a  cover  letter  and  your 
resume  to: 

Human  Resource  Director 
Evergreen  Newspapers 
P.O.  Box  430 

i  Evergreen,  CO  80437-0430 
EOE 


It’s  A  Classified 

Secret/ 

We'll  never  reveal  the  identity 
of  an  E&P  box  holder. 

If  you  don't  want  your  reply  to  go  to  certain 
newspapers  (or  companies),  seai  your 
reply  in  an  envelope  addressed  to  the  E&P 
Classified  Advertising  Department  with  an 
attached  note  listing  the  newspapers  or 
companies  you  do  not  want  the  reply  to 
reach.  It  the  Box  Number  you're  answering 
=  is  on  your  list,  We  ll  discard  your  reply,  i 


SPORTS  EDITOR 

Looking  for  an  ambitious,  hard¬ 
working  sports  editor.  Must  be  able  to 
write,  design  pages,  take  photos  and 
manage  stringers.  Excellent  opportunity 
for  sports  reporter  who  wants  to  run 
the  show  at  a  5,500  circulation  daily 
that  covers  7  Northeast  Colorado  high 
schools.  Will  consider  recent  graduates 
willing  to  work  hard  to  prove 
themselves.  Send  resume,  clips  to: 

Todd  J.  Hepler,  editor 
The  Journal-Advocate 
P.O.  Box  1 272, 504  N.  Third  Street 
Sterling,  CO  80751 
editor@journal-advocate.com 
Office  (970)  552- 1990 
Fax  (970)  522-2320 


EDITORIAL _  _ EDITORIAL 

SPORTS  EDITOR  i  STATEHOUSE  REPORTER 


The  Mesabi  Daily  News,  an  award¬ 
winning  daily  newspaper  is  seeking  a 
Sports  Editor.  Previous  experience  as 
Sports  editor  and/or  sports  writing  on 
a  daily  or  weekly  paper  preferred.  Com¬ 
petitive  salary/benefit  package  includ¬ 
ing  401  (k).  Send  resume  and  clippings 
to  Mesabi  Daily  News,  Attn:  Bill 
Hanna,  P.O.  Box  956,  Virginia,  MN 
55792  or  E-mail  mdn@virginiamn.com 


j  SPORTS  EDITOR:  Midwestern,  six-day 
I  10,000  daily  seeks  sports  editor  who 
I  believes  high  schools  deserve  pro- 
I  fessional-level  coverage,  fram  stats  to 
!  advances  and  game  stories;  who  wants 
to  push  sports  stories  for  page  1 ;  who 
believes  sports  is  more  than  numbers 
and  cliches. 


We  are  in  a  diversified,  progressive 
town  close  to  universities,  hunting,  fish¬ 
ing  and  boating.  We  offer  health  and 
retirement  benefits  and  a  competitive 
salary.  We  are  a  newspaper  with  the 
philasophy  that  small-town  newspa- 
pering  matters,  that  it  can  and  should 
be  done  well. 


Responsibilities  include  daily  page 
productian,  story  editing,  staff 
supervision  and  section  planning.  Send 
resume,  clips,  three  references  and  a 
letter  explaining  your  approach  and 
philosaphy  regarding  community 
sports  coverage  to  Box  08943,  Editor 
&  Publisher. 


SPORTS  REPORTER 

The  Free  Press,  a  small  daily  that  thinks 
big,  seeks  a  sports  reporter.  We  cover 
Division  I  college  sports,  minor  league 
j  baseball.  Entry  level.  QuarkXPress/ 
Mac  experience  preferred.  Good  pay, 
I  benefits.  Send  letter,  resume,  references, 
!  clips  to  Richard  Wagner,  editor.  The  Free 
Press,  2 1 03  N.  Queen  Street,  Kinston,  NC 
I  28501. 


SPORTS  WRITER 

I  The  Antelope  Valley  Press  is  looking 
for  a  full-time  general  assignment 
sports  writer  for  its  award-winning 
editorial  staff.  We  are  looking  for 
someone  who  thinks  sports  should  be 
covered  as  well  as  city  hall.  Someone 
who  can  take  us  beyond  the  usual 

I  game  and  feature  stories.  Qualified 
candidate  will  also  need  to  have 
knowledgeable  desk  skills,  excellent 
ward  skills  and  the  ability  ta  work  flex¬ 
ible  hours.  Interested  candidates  should 
send  cover  letter,  resume  and  clips  to 
Antelope  Valley  Press,  personnel 
department,  P.O.  Box  40150, 
Palmdale,  CA  93590-4050. 

STATE  CAPITAL  REPORTER 
The  Mobile  (AL)  Register  -  o  1 00,000-f 
prize  winning  Newhouse  newspaper 
on  Alabama's  beautiful  Gulf  Coast  -  is 
looking  for  a  second  reporter  for  our 
Capital  bureau  in  Montgomery,  cover¬ 
ing  state  government,  politics  and 
power-players.  We're  known  for  hard- 
nosed  enterprise,  energetic  beat  cov¬ 
erage  and  bold  projects.  Send  resume, 
clips  and  cover  letter  to  Dewey 
English,  ME,  Mobile  Register,  P.O.  Box 
2488,  Mobile,  AL  36652. 


Political  junkie  who  can  write  for  the 
rest  of  us  wanted  to  cover  state  gov- 
I  ernment  and  local  politics  for  the  York 
j  Daily  Record,  a  growing  43,000  AM 
in  a  competitive  market.  We  want 
someone  who  can  tell  compelling 
I  stones  about  people  and  government, 
‘  report  on  issues  and  trends  and  juggle 
daily  stories  with  projects.  Computer- 
assisted  reporting  experience  a  plus. 

I  Check  us  out  at  www.ydr.com  Send 
!  cover  letter,  resume,  work  samples  to 
Metro  Editor,  York  Daily  Record,  P.O. 
Box  1 51 22,  York,  PA  1 7405.  EOE 


I  SUBURBAN  DAILY  seeks  experienced 
'  lead  sports  writer.  Strong  writing,  edit- 
;  ing  and  organizational  skills  needed. 

!  Send  letter,  resume  and  clips  to  Jeff 
j  Beidemon,  sports  editor.  The  Intelligencer, 
333  North  Brood  Street,  Doylestown,  PA 
18901. 

j  SUBURBAN  EDITOR 

The  Observer-Dispatch,  a  50,000  Gan- 
I  nett  daily,  is  looking  for  a  talented 
I  assignment  editor  to  join  our  award- 
j  winning  team.  The  suburban  editor 
I  supervises  a  team  of  five  reporters 
:  assigned  to  geographic  beats  and 
;  directs  community  news  coverage  in  sub¬ 
urban  and  regional  communities.  The 
ideal  candidate  is  a  well-organized, 
energetic  and  inspirational  editor  with 
strong  editing  and  people  skills.  Send 
six  samples  of  your  best  work  to  Rick 
Jensen,  editor,  Observer-Dispatch,  221 
I  Oriskany  Plaza,  Utica,  NY  13501.  We 
value  diversity. 

I  SUNDAY 

I  Help  make  history  with  our  new  Sun- 
j  day  edition.  Work  with  a  great  staff  in 
!  a  beautiful  Pacific  Northwest  com- 
I  munity  at  a  locally  owned  20,000- 
'  circulation  newspaper  on  the  move.  To 
complete  our  Sunday  hiring,  we  need 
a  sports  reporter  and  a  news  copy 
editor.  We  also  offer  year-round 
internships  in  news  reporting  and  pho- 
!  tography.  Send  a  cover  letter,  resume 
t  with  references  listed  and  your  five  best 
I  clips  to  Skagit  Valley  Herald,  Human 
I  Resources,  P.O.  Box  578,  Mount 
Vernon,  WA  98273. 


I  THE  ALBUQUERQUE  JOURNAL,  New 
I  Mexico's  statewide  newspaper,  is  seek- 
1  ing  an  experienced  copy  editor  to  join 
■  the  15-member  Sports  Department 
staff.  Duties  include  editing  the 
Journal's  weekly  outdoor/ recreation 
section.  A  person  who  can  generate 
stories  and  work  well  with  reporters 
and  stringers  is  essential.  We  are  seek¬ 
ing  an  aggressive  editor  with  a  solid 
knowledge  of  sports  and  with  strang 
:  grammar  and  people  skills  -  someone 
who,  among  other  things,  will 
challenge  capy  and  write  headlines 
that  entice  readers.  A  curious  mind, 
thorough  knowledge  of  AP  style  and 
strong  internships/ prior  newspaper 
experience  are  a  must.  Send  resumes 
and  clips  to  Tim  Coder,  sports  editor, 
Albuquerque  Journal,  P.O.  Drawer  J, 
Albuquerque,  NM  87103.  Phone: 
(505)  823-3909;  Fax:  (505)  823- 
3998;  E-mail:  tcoder@abqjoumal.com 
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HELP  WANTED 


_ EDITORIAL _  ; 

THE  ASPEN  DAILY  NEWS  is  seeking 
editors  for  its  growing  newsroom.  The  i 
ASPEN  DAILY  NEWS  is  o  12,500  i 
circulation  free  doily  In  one  of  the  best  | 
news  towns  in  the  country. 

Candidates  should  possess  excellent 
news  judgment,  know  where  to  find  the 
good  stories,  have  o  dedication  to 
hard  news  and  be  able  to  edit  copy  on 
deadline.  Experience  at  a  daily  news¬ 
paper  required  and  salary  is  based  on 
experience.  Topics  of  coverage  include 
the  ski  industry,  the  environment,  big 
business  ond  heated  politics. 

Positions  open  include  Associate 
Editor,  Weekend  Editor  and  Managing 
Editor,  who  will  work  with  a  team  of 
four  reporters,  copy  editors  and  page 
designers.  Duties  include  editing,  copy 
editing,  proofreading  and  some  report¬ 
ing.  Associate  Editor  and  Weekend 
Editor  positions  require  night  shifts, 
which  will  allow  daytime  fun  such  as 
skiing  or  snowboarding.  The  ASPEN 
DAILY  NEWS  offers  on  excellent 
benefit  package  and  operates  under 
the  motto:  “  If  you  don't  want  it  printed, 
don't  let  it  happen”. 

The  ASPEN  DAILY  NEWS  is  looking  to 
fill  these  positions  immediately,  before 
the  snow  flies.  Interested  parties  should 
contact  Carolyn  Sockariason  at  (970) 
925-2220  to  discuss  the  possibilities  or 
send  resume  and  clips  to  Carolyn 
Sockariason,  ADN,  517  E.  Hopkins 
Avenue,  Aspen,  CO  81 61 1 . 


Failh  sees  the  invisible,  believes  the 
incredible  and  receives  the  impossible 

Unknown 


_ EDITORIAL _ 

THE  ANNISTON  STAR 

We  are  your  dream  of  a  newspaper  - 
aggressive,  creative,  collegial.  Great  * 
careers  start  here.  American  Journal¬ 
ism  Review  recognized  us  as  one  of  the 
lost  of  the  good  independents.  Time 
twice  named  us  one  of  the  best  small  ' 
papers  in  the  nation.  We  mount  for-  | 
eign  reporting  projects  while  we  are  J 
[  known  for  community  involvement  at  : 
I  home.  Recruits  love  us  for  the  freedom  ’ 
to  spread  professional  wings  and  soar 
'  with  good  writing  and  presentation,  j 
:  There's  no  waiting  for  a  choice  assign- 
!  ment  until  someone  retires,  no  formula- 
I  journalism  dictates  from  a  corporate 
;  headquarter,  join  us  in  reporting, 
photo  and  copy  editing/design  posi¬ 
tions.  Please  apply  to  Chris  Waddle, 
executive  editor.  The  Anniston  Star, 

'  P.O.  Box  189,  Anniston,  AL  36202  or 
;  via  E-mail  to: 

cwaddle@annistonstar.com 
and  visit  this  dream  of  a  paper  at  j 
wvAv.annistonstar.com  online  ; 


[  THE  NORTHERN  VIRGINIA  DAILY, 
Virginia's  most  honored  small  daily 
newspaper  located  in  the  beautiful 
Shenandoah  Valley,  is  expanding  to 
hire  an  assistant  managing  editor  for 
news,  a  news  reporter  and  a  copy 
editor.  The  assistant  managing  editor 
position  is  an  excellent  opportunity  for 
an  experienced  journalist  to  take  a 
leading  role  in  a  seasoned  newsroom. 
The  reporter  position  provides  a 
chonce  for  a  beginning  reporter  to 
learn  the  ropes  or  for  someone  more 
seasoned  to  bring  their  knowledge  and 
experience  to  a  dynamic  news  team. 
The  copy  editor  is  responsible  for  edit¬ 
ing  news  ond  sports  stories,  so  superior 
commond  of  language  is  a  must.  Com¬ 
petitive  salary  and  benefits.  Send 
resumes  and  samples  of  work  to  Pam 
Bell,  human  resources  director,  P.O. 
Box  69,  Strasburg,  VA  22657  or 
Fax  (540)  465-9388 


PUBUC  AFFAIRS  PUBUC  AFFAIRS 


PL^LIC  AFFAIRS  OFFICER 
GG-13/14 
($59,162-$90,885) 

The  U.  S.  Nuclear  Regulatory  Commission  is  currently  seeking  a  Public 
Aflairs  Officer  to  join  our  office  in  Lisle,  IL  to  assist  in  carrying  out  the 
Commission's  public  affairs  policies  and  programs  with  emphasis  on  activities 
within  an  assigned  region.  R^uires:  BA/BS  degree  in  a  related  field,  preferably 
in  Journalism,  English  or  Political  Science;  several  years  of  progressively 
responsible  work  experience  in  public  affairs  including  work  on  a  newspaper, 
and  excellent  analytical,  communication,  and  interpersonal  skills. 

How  To  Apply 

For  more  information  and  an  application,  contact  our  website  at; 
www.nrc.gov  (click  on  emplymt.  opps.  &  then  appropriate  grade  level  for 
detailed  listings),  or  call  the  NRC  Smartline  at  1-800-952-9678  and  refer  to 
Vacancy  Announcement  9918004.  Please  send  your  resume  and  salary 
history,  SF-171,  or  OF-612  and  statement  addressing  rating  factors,  as  soon 
as  possible  but  no  later  than  10/D1/99.  to;  U.  S.  Nuclear  Regulatory 
Commission,  Office  of  Human  Resources,  Dept.  A-99104,  Attn:  Dawn 
Moss,  Mail  Stop  0-3E-17A,  Washington,  DC  20555. 

U.S.  NUCLEAR 
REGULATORY 
COMMISSION 

An  equal  opportunity  employer.  M/F/D/V.  U.S.  citizenslilp  required. 


_ EDITORIAL _ 

THE  NORTHERN  VIRGINIA  DAILY, 
Virginia's  most  honored  small  daily 
newspaper  located  in  the  beautiful 
Shenandoah  Valley  is  seeking  a  sports 
editor.  Excellent  opportunity  for  expe¬ 
rienced  sports  writer  to  take  on  a  man¬ 
agement  role,  while  continuing  to  write 
and  rotate  desk  duty  with  two  other 
sports  writers.  The  sports  staff  also 
includes  a  number  of  stringers  and  a 
sports  assistant.  Competitive  salary  and 
benefits.  Send  resumes  and  samples  of 
work  to  Pam  Bell,  human  resources 
director,  P.O,  Box  69,  Strasburg,  VA 
22657,  or  fax  (540)  465-9388 


THE  NOVEMBER  1 3  ISSUE  of  Editor  & 
Publisher's  Coreer  Guide  for  entry  level 
and  early  experienced  candidates  will 
be  available  in  print  and  on  our 
Website.  Advertisers  reach  students  at 
colleges  ond  universities  with  journal¬ 
ism,  business  and  publishing  pro¬ 
grams.  Jobseekers  find  help  wanted 
ads,  job  search  tips,  internships, 
inspiration  and  more!  Contact: 

Hazel  Preuss  (21 2)  675-4380  Ext  1 71 
hazelp@mediainfo,com 


THE  PEKIN  DAILY  TIMES,  an  award¬ 
winning  1 5,000  six-day  PM  daily  near 
Peoria,  IL,  seeks  a  highly  motivated 
reporter  with  superior  writing  skills  to 
cover  local  high  school  sports. 

Ideal  candidates  are  detail-oriented 
with  excellent  English  skills.  Send 
resume  and  samples  to  Editor  Joel 
Steinfeldt,  Daily  Times,  P.O.  Box  430, 
Pekin,  IL61 555. 


THE  SEDALIA  DEMOCRAT,  a  top-notch 
small  daily  near  Kansas  City,  is  seek¬ 
ing  a  sports  editor  and  copy  editor  to 
join  an  award-winning  staff  of  1 6.  Our 
next  sports  editor  will  continue  a 
record  of  strong  prep  coverage  and 
arresting  enterprise  work.  The  copy 
editor  will  work  in  a  creative  newsroom 
on  one  of  Missouri's  best  designed 
papers.  Reply  with  a  letter  telling  what 
you  will  bring  to  the  job,  clips  ond 
copies  of  your  paper  to  Oliver  Wiest, 
editor,  700  S.  Massachusetts  Avenue, 
Sedalia,  MO  65301 . 
democrat@ozarks.net  (800)  892-7856 


THE  SIGNAL  seeks  a  solid  city  editor  to 
supervise  its  news  stoff  in  sunny  So. 
CA.  Award-winning  daily  serves  Santa 
Clarita,  just  north  of  Los  Angeles.  Fox 
resume:  Tim  Whyte,  (661 )  255-9689. 

WE  NEED  AN  illustrator/artist  at  the 
Waco  Tribune-Herald,  an  award¬ 
winning  Cox  newspaper  in  the  heart  of 
Texas.  Send  letter,  resume  and  work 
samples  to  Barbara  Elmore,  managing 
editor,  900  Franklin  Avenue,  Waco, 
TX  76701. 


WESTERN  WASHINGTON  STATE 
Small  but  motivated  and  aggressive 
award-winning  weekly  looking  for: 
MANAGING  EDITOR:  Strong  local  cov¬ 
erage  development  pro,  photo, 
excellent  writing,  pagination  skills. 
SPORTS  REPORTER:  Solid  but  creative, 
strong  photos. 

Contact  Kris  Passey  (360)  659- 1 300 
mglobe@premierl  .net  Marysville,  WA. 


_ EDITORIAL _ 

WRITER/REPORTER 
Habitat  for  Humanity 
The  position,  based  in  Costa  Rica 
writes  about  Habitat's  work  in  Latin 
America/Caribbean  and  instructs  on 
!  communications  issues.  Fluency  in 
i  English  and  Spanish,  international 
experience  required.  Volunteer  level  com¬ 
pensation.  Send  resume/cover  letter  to 
International  Recruiter,  Habitat  for 
I  Humanity  International,  121  Habitat 
I  Street,  Americas,  GA  31709  or: 

I  IPP@habitat.org 

j  WMW.HORSESMOUTH.COM  seeks 
I  energetic,  detail-oriented  team  player 
i  with  2+  years'  copyediting/copywriting 
I  experience,  keen  eye  for  detail,  sense  of 
j  humor  and  perspective  for  full-time 
position  in  NYC.  Establish  editorial 
guidelines,  help  create  and  maintain 
editorial  voice.  Edit  content  for  style, 
grammar,  spelling.  Write  headlines, 
summaries  and  other  copy.  Letter  and 
resume  to: 

i  jobs@horsesmouth.com 

i  or  fax  (21 2)  334-5847 


WWW.LOIX5ING.COM  is  seeking 
>  local  correspondents  in  specific  cities 
■  nationwide  to  cover  major  hotel 
I  markets,  including  Las  Vegas, 

!  Orlando,  Los  Angeles,  San  Diego, 
j  Atlanta,  Washington,  DC,  Seattle, 

I  Miami,  Dallas,  Chicago,  Ft. 

I  Lauderdale,  Myrtle  Beach,  Santa  Fe, 
j  San  Antonio,  Nashville  and  any  other 
j  cities  with  a  sizeable  hotel  market, 
i  Writers  are  expected  to  provide  Lodg- 
j  ing.com  with  content  that  wi  II  help 
I  travelers  choose  the  “right"  hotel.  Every 
,  city  has  its  own  unique  local 
'  characteristics.  For  more  information, 
contact  Wendy  Maxey  at: 

wmaxey@lodging.com 

Find  your  editor, 
advertising  manager, 
artist,  sales  represen¬ 
tative,  circulation  manager, 
public  relations  or  produc¬ 
tion  person  with  an  ad  in 
Editor  &  Publisher.  We 
reach  the  working  journal¬ 
ists  you  want  to  reach, 
every  week...  83,000 
strong. 

Rate  information  is  at  the 
end  of  the  Classified  sec¬ 
tion.  Fax  your  ad  to  (212) 
929-1259,  e-mail  to 
ha2elp@mediainf0.com,  or 
mail  it  to: 

i  Editor  &  Publisher 
Classified  Dept. 

11  W.  19th  Street, 
New  York,  NY  10011 
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CLASSiFIED 


HELP  WANTED 


_ EDITORIAL _ 

www.CNSNews.com  the  Internet  News 
Wire,  is  growing  again!  We  have 
immediate  openings  for  two  new  Staff 
Writers  for  our  Washington-Metro 
Bureau.  Four-year  degree  in  journalism 
plus  minimum  3  years  print  or  broad¬ 
cast  newsroom  experience.  We're  look¬ 
ing  for  reporters  who  laugh  at  tight 
deadlines,  revel  in  the  scoop,  write 
clean-as-o-whistle  copy  and  have  a 
keen  eye  for  cultural  and  political  hap¬ 
penings.  Will  work  with  CNSNews.com 
bureaus  in  Jerusalem  and  London. 
Occasional  travel  and  shift  fill-in  hours 
may  be  required.  Great  work 
environment,  pay  commensurate  and 
retirement,  health,  dental,  life,  bonus  plan 
and  more.  Resume  and  clips  to  D.  Cooke, 
managing  editor,  CNSNews.com,  1 1 3 
South  West  Street,  Suite  200,  Alexandria, 
VA  2231 4  or  E-mail: 

dcooke@cnsnews.com  EOE 


ENTRY  LEVEL 


LOOKING  FOR  COLLEGE  STUDENTS 
AND  GRADUATES  interested  in  a 
career  in  the  news  industry... The 
November  1 3  issue  of  E&P's  career 
guide  is  designed  for  youl  It  includes: 
help  wanted  ads  for  entry  level  and 
earlv  experienced  candidates,  job 
market  stories,  inspiration,  tips  to 
improve  your  opportunity  AND  you 
can  showcase  your  own  talents  with  a 
Positions  Wanted  ad.  For  more 
inforrrwtion  contact: 

Michele  Appello  (21 2)  675-4380x1 73 


HUMAN  RESOURCES 


HUMAN  RESOURCE/PAYROLL 

MANAGER:  Mid  Atlantic  newspaper 
group  seeking  energetic  hands-on  pro¬ 
fessional  to  run  HR  and  payroll  func¬ 
tion  for  approximately  300  employee 
organization.  Responsibilities  include 
recruitment,  salary  and  benefit  admin¬ 
istration,  payroll,  investigating  alleged 
complaints,  etc.  Requirements  are  min¬ 
imum  Bachelor's  degree  in  related  field 
and  three  years  experience  in  a 
supervisory  or  manageriol  capacity. 
Competitive  salary/benefits  package, 
for  immediate  consideration,  please 
forward  your  resume  to  HR  manager, 
P.O.  Box  1937,  Salisbury,  MD  21802- 
1937. 


INFORMATION  SYSTEMS 

I  THE  DAILY  HERALD,  Chicago's  3rd  | 
I  largest  daily  newspaper  (1 45,000  -t-)  is  1 
;  looking  for  someone  to  manage  a  ' 
j  500-I-  network  of  PCs  and  MACs.  The 
ideal  candidate  will  have  strong  pro- 
I  ject  management  skills,  2  years  experi¬ 
ence  in  Windows  NT  system  adminis- 
j  tration,  MS  Exchange  Mail,  SQL,  Ora¬ 
cle  7.3,  and  MacOS.  Prior  experience  i 
with  GEAC  or  Atex  publishing  systems  i 
is  preferred.  We  offer  a  great  work 
environment,  excellent  benefits,  and  ; 
growth  potential.  Send  resume  and  | 
salary  requirements  to:  j 


Diane  Muchow,  CPC 
Employment  Recruiter 
Daily  Herald 
P.O.  Box  280 

Arlington  Heights,  IL  60006 
Fox  (847)  427-1270 
E-mail  hr@dailyherald.com 


MAILROOM 


THE  JOURNAL  TIMES,  Lee  Enterprise  i 
!  newspaper,  has  an  immediate  opening  i 
I  for  an  ASSISTANT  PACKAGING  CEN-  ' 
■  TER  SUPERVISOR.  As  the  individual  j 
selected  for  this  position,  you  will  be 
responsible  for  leading,  directing,  and 
i  supervising  packaging  center  opera- 
,  tions.  ; 


Solid  leadership,  interpersonal,  com¬ 
munication,  organization,  decision 
making,  and  mechanical  skills  are 
required,  as  is  the  ability  to  effectively 
promote  quality  assurance  and 
customer  service  fulfillment  in  a 
deodline  oriented  environment.  Pre¬ 
vious  experience  a  plus  but  not 
required. 


We  offer  a  very  competitive  salary  with  1 
excellent  benefits  and  40 1  (k)  plan.  I 


The  Journal  Times/HR 

I  21 2  Fourth  Street  j 

I  Rocine,  Wl  53403  i 

I  - 

!  WE  SEEK  an  experienced  individual  to  . 
j  assume  overall  responsibility  for  a  ' 
[  newspaper  packaging  operation  that  i 
I  includes  direct  mail  and  some  com-  I 
!  mercial  work.  Familiarity  with  insert  | 
I  equipment  is  a  definite  plus,  with  j 
I  creative  scheduling  and  firm  people 
skills  being  highly  desired.  Our  news- 
poper  is  located  in  a  growing  | 
Southwestern  community  that  ; 
emphasizes  family  life  and  youth  focus. 
Send  a  copy  of  your  resume  and  com- 
I  pensation  requirements  to  Box  08951 , 

'  Editor  &  Publisher.  ' 


In-Column  Advertisements 
Tuesday  noon  (EST)  for  following  Saturday  issue 
Classified  Display 

Friday  5pm  (EST)  8  days  prior  to  publication 


_ MARKETING _ 

STRATEGIC  RESOURCES  MANAGER 

The  Sacramento  Bee,  the  market's  lead¬ 
ing  newspaper,  has  an  exciting  oppor¬ 
tunity  for  a  qualified  individual  to  join 
our  Soles  and  Marketing  team  in  the 
position  of  Strategic  Resources  Man¬ 
ager.  This  individual  will  manage  a 
talented  team  of  market  analysts 
responsible  for  developing  competitive 
strategies  and  solutions  for  advertisers 
and  the  Sacramento  Bee.  The  Manager 
will  also  design  and  manage  research 
projects,  develop  integrated  business 
solutions  and  present  findings 
internally  and  externally.  We  are  seek¬ 
ing  an  individual  with  the  following 
qualifications: 

■Solid  experience  in  management  and 
leadership  with  background  in  market¬ 
ing,  advertising,  or  media 
•Knowledge  of  statistical  analysis 
•Highly  motivated  self-starter,  ability  to 
work  with  tight  deadlines 
•Strategic  thinking  at  a  top  company 
level;  consultative  approach  to  solu¬ 
tions. 

College  degree  in  related  field  pre¬ 
ferred.  The  Bee  offers  a  competitive 
salary  and  excellent  benefits  including 
401  (k),  stock  purchase  plan,  onsite  fit¬ 
ness  center  and  child  care  facility.  If 
you  meet  the  above  qualifications, 
please  fax  your  resume  to  (916)  321- 
1 984.  Or,  mail  resume  to  The  Sacra¬ 
mento  Bee,  Human  Resources,  P.O. 
Elox  1 5779,  Sacromento,  CA  95852. 


_ PREPRESS _ 

PREPRESS  MANAGER 

The  Union,  in  the  heart  of  California's 
Gold  Country,  is  looking  for  a  talented, 
energetic,  hands-on  Pre-Press  Man¬ 
ager  to  direct  staff  in  ad  production, 
layout,  creative  and  ad  services.  This 
position  requires  extensive  knowledge 
and  technical  expertise  in  Mac  environ¬ 
ment  with  ad  building  software  (QuarkX¬ 
Press,  Photoshop  and  Illustrator)  and 
related  hardware.  The  successful  can¬ 
didate  has  the  ability  to  coach,  develop 
and  support  a  staff  of  1 0  employees. 
The  Union  is  a  six-day,  AM  newspaper 
with  a  distribution  of  16,000.  Send 
resume  and  cover  letter  with  work  his¬ 
tory  and  salary  requirements  to  Dar 
Brown,  director  of  Marketing  and 
Advertising,  THE  UNION,  1 1464  Sut¬ 
ton  Way,  Grass  Valley,  CA  95945  or 
E-mail  darb@theunion.com  EOE 

PRESSROOM 


ASSISTANT  PRESSROOM  AAANAGER 

Responsible  for  the  efficient  on-time 
operations  of  the  pressroom. 
Supervises  pressroom  personnel. 

A  solid  background  in  web-fed  offset 
press,  quality  print  practices,  expense 
budgeting,  impositioning,  preventative 
maintenance,  problem  solving, 
materials  testing,  performance  tracking 
and  excellent  communication  skills  are 
required.  Supervisory  experience  pre¬ 
ferred.  Send  resume  to: 

St.  Paul  Pioneer  Press 
Employee  Relations 
345  Cedar  Street 
St  Paul,  MN  551 01 -1057 
Equal  Opportunity  Employer 


_ PRESSROOM _ 

j  PRESS  OPERATOR 

I  The  Herald-Sun  is  looking  for  you  if 
i  you  have  4+  years  experience  with 
headliner  offset  double-wide  press, 

I  high  school  diploma,  strong  mechan- 
j  ical  ability,  computer  experience  and 
j  manual  dexterity.  Hours:  9  p.m.  -  5 
I  a.m.,  5  nights  per  week.  Salary  based 
'  upon  experience  plus  excellent  bene- 
I  fits.  Send  resume  and  salary  history  to 
I  Chante  Johnson,  ccj@herald-sun.com 
I  or  P.O.  Box  2092,  Durham,  NC 
27705. 


INDUSTRIAL  MACHINIST  that  knows 
newspaper  presses  and  can  identify 
press  parts.  Call  1  (800)  821-6257 
ask  for  Sam  W.  Boyles. 


j  PRESSROOM  SUPERVISOR 

!  The  San  Jose  Mercury  News  is  looking 
j  for  a  pressroom  supervisor  with  offset 
I  Pressroom  experience.  Must  have 
experience  as  a  manager/ supervisor 
working  in  a  newspaper  production 
j  atmosphere.  Ability  to  establish  rap¬ 
port  with  pressroom  employees,  other 
department  managers.  Solid 
interpersonal  skills.  Good  organiza¬ 
tional  ability.  Ability  to  manage  several 
projects  at  one  time.  Must  be  flexible  in 
work  hours.  Must  have  good  writing 
skills  for  report  presentation.  Some  PC 
knowledge  desired. 

Willingness  to  contribute  to  pro¬ 
ductivity  and  quality  improvements 
I  through  additional  education  and  train- 
I  ing.  Ability  to  analyze  and  trou- 
i  bleshoot  mechanical  and  personnel 
j  problems.  Send  resume  and  salary 
^  requirements  to: 

j 

I  Attn:  Human  Resources 

San  Jose  Mercury  News 
750  Ridder  Park  Drive 
San  Jose,  CA  951 90 
(RE:  Pressroom  Supervisor) 

I  A  Knight  Ridder  Newspaper  EOE 

1  PRODUCnON/TKH 

I  MECHANICAL  FIELD  TECHNICIAN 

j 

I  GMA,  the  leader  in  Integrated  Inserting 
Systems  for  the  newspaper  industry, 
j  currently  has  an  opportunity  available 
I  for  a  AAechankal  Field  Technician. 

i 

Responsibilities  include  installation, 
production  staii-ups  and  customer  train¬ 
ing.  Operational  and  mechanical 
I  experience  and  installation  of  GMA/ 
i  Muller  AAartini  equipment  required.  Suc- 
j  cessful  candidate  will  have  excellent 
I  communication  skills.  Extensive  travel 
required. 

Please  send  resume  and  salary  require- 
i  ments  to  GMA,  Attn:  Gail  Benkovic, 
I  2980  Avenue  B,  Bethlehem,  PA 
I  18017.EOEM/Df/D/V 


The  great  virtue  of  man  lies  in  his  ability  to 
carrect  his  mistakes  and  to  continually 
make  a  new  man  of  himself 

Wang  Yang  Ming 
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HELP  WANTED 

PRODUaiON/TECH 

PRODUaiON  COORDINATOR 

National  Geographic  Magazine  seeks 
an  experienced  production  and  sched¬ 
uling  coordinator  for  magazine's  10 
foreign-language  editions.  The  Wash¬ 
ington-based  position  requires  working 
closely  with  editors,  production,  and  pre¬ 
press  in  our  Washington  office  and  the 
10  overseas  offices.  The  successful 
candidate  will  be  intimately  familiar 
with  all  aspects  of  magazine  produc¬ 
tion  and  scheduling,  and  will  have 
experience  as  an  energetic  team 
player,  diplomat,  and  unflappable 
problem-solver  in  a  fast-paced  pub¬ 
lishing  environment.  International  and/ 
or  multi-cultural  experience  is  a  plus. 
EOE.  Please  send/fax  a  resume  and  a 
letter  (including  salary  history)  to  NGM 
International  Editions  Production 
Specialist,  c/o  Barbara  Duckworth 
Cast,  Human  Resources,  National  Geo¬ 
graphic  Society,  1145  17  Street  NW, 
Washington,  DC  20036. 

Fax  (202)  429-5700 


QUALITY  ASSURANCE  MANAGER 
Came  live  and  work  in  the  beautiful 
Pacific  Northwest!  In  this  newly  created 
position  you  will  develop,  lead  and 
maintain  the  quality  assurance  efforts 
for  the  Seattle  Times  and  Seattle  Post- 
Intelligencer  production  operations, 
including  programs  to  improve  print 
quality  and  customer  service.  Require¬ 
ments  include  a  thorough  knowledge  of 
the  newspaper  production  process, 
and  3-(-  years  of  print  quality  manage¬ 
ment  experience.  Must  have  in-depth 
knowledge  of  offset  press  process, 
especially  color  reproduction,  and 
quality  assurance  methodologies  and 
tools.  Must  have  excellent  communica¬ 
tion,  organizational,  analytical  and  PC 
skills  and  have  a  strong  customer  ser¬ 
vice  orientation.  College  degree 
strongly  preferred.  We  offer  a  highly 
competitive  salary  and  benefits 
package,  as  well  as  a  relocation  pro¬ 
gram.  Please  indicate  job  code:  EP/ 
99-159/SP  on  your  resume  and  send 
to  The  Seattle  Times,  Employment- 1 59/ 
SP,  P.O.  Box  70,  Seattle,  WA  981 1 1, 
Fax  (206)  515-5560  or  E-mail  resume 
(MS  Word  format  only)  to: 

SPRILL@seattletimes.com  EOE 


PUBUC  RELATIONS 

PUBLIC  AFFAIRS  ASSOCIATE 
The  National  Conference  of  Stote 
Legislatures  is  seeking  a  public  affairs 
professional  to  handle  the  organiza¬ 
tion's  Washington,  DC  press  relations. 
The  position  is  an  integral  component 
of  NCSL's  representation  of  state 
legislatures  with  the  federal  gov¬ 
ernment.  To  apply,  submit  a  letter  of 
application  and  current  resume  to 
Administrative  Manager,  National 
Conference  of  State  Legislatures,  444 
North  Capitol  Street,  Suite  515,  Wash¬ 
ington,  DC  20001  or  fax  it  to  (202) 
737-1069.  NCSL  is  an  Equal  Oppor¬ 
tunity  Employer.  Application  deadline 
is  Octaber  8, 1 999. 

PUBLIC  RELATIONS  MANAGER 
Major  Asian  multinational  seeks  inter¬ 
national  public  relations  manager  to 
be  based  in  Asia  with  travel  to  its 
overseas  branches.  Journalistic  back¬ 
ground  with  Asian  experience 
required.  Native  English.  Superior  writ¬ 
ing  ability,  interpersanal  skills,  wide 
media  contacts.  Salary  based  on  expe¬ 
rience.  Please  fax  cover  letter  and  c.v. 
to  Mr.  Bernard  at  (USA)  (419)  831- 
1 406  or  E-mail:  soleil@gol.com 


SALES  MANAGER 

Dynamic,  competitive,  sales  leader  with 
good  client  management  skills  needed 
for  a  new  Philad&phia  daily  newspa¬ 
per.  5+  years  of  professional  experi¬ 
ence  with  agencies  and  clients  needed 
to  manage  and  recruit  sales  team,  with 
proven  track  recard  in  media  sales.  Com¬ 
petitive  pay  and  benefits  package.  EOE 
Please  E-mail  metropa@hotmail.com 
Fax  resume  and  cover  letter  (610)  642- 
01 79  or: 

(2 1 5)  569-8058  Attn:  James  Cox 

SENIOR  SALES  EXECUTIVE 
Hard  working,  self-starter  with  good 
communication  and  client  management 
skills  needed  for  a  new  Philadelphia 
newspaper.  Professional  experience 
with  agencies/clients;  requires  making 
presentations  to  clients  and  tracking 
advertising  orders  in  the  computer 
system.  Minimum  3  years  sales  experi¬ 
ence  with  a  good  track  record  in 
media  sales.  Competitive  pay  and  cam- 
missions  and  benefits  package.  EOE. 
Please  E-mail  metropa@hotmail.com 
Fax  resume  and  cover  letter 
(6 1 0)  642-0 1 79  or  (2 1 5)  569-8058 
Attn:  James  Cox 


E&P*s  Classified 


The  newspaper  industry's 
meeting  place.  (212)  675*4380 


Tlie  Career  Guide  provides  "how  to"  iiifbrniation,  inspiration, 
training  programs  and  tips  for  the  job  hunter  along  with  ads 
for  hundreds  of  entry  level  jobs,  early  experience  career 
opportunities  and  internships. 

Over  10.000  Career  Guide  launch  issues  were  mailed  FREE  (in 
addition  to  our  subscriber  base)  to  students,  graduates,  pro¬ 
fessors  of  journalism,  communication  and  business  colleges 
and  universities.  Atid  thousands  of  requests  for  this  issue 
have  already  been  received.  The  guide  is  also  accessible  on 
E>Ss.P's  Web  site:  www.mediainfo.com. 

It  is  the  most  perfectly  targeted  medium  your  company  can 
use  to  reach  the  future  of  the  news  industry. 


Reach  Entry  Level  and  Early 
Experience  (1-2  Year)  Job  Candidates 

E&P 

CAREEF 
GU1DE-£W 

November  6 

Career  opportunities  ^ 
in  Print  and  Online 
News  Media 


K’s  one  of  the  best  career 
guides  out  there.  I  use  it  in  all 
my  classes  and  give  it  to  all 
my  students.  What  a  terrific 
resource!  It’s  practical,  read¬ 
able  and  full  of  great  advice. 

Pamela  Cytrynbaum.  Visiting  Assistant  Professor/ 
Internship  Coordinator  University  of  Oregon  School  of 
Journalism  and  Communication 

EtfP 

EnrroRd^'f  I  BiJSHKR 

Wlu'if  You’ll  Find  the  Powers  of  the  Press 

CALL  TO  PLACE  YOUR  AD  TODAY! 

Space  Deadline  October  19.  1999 
Material  Deadline  October  25,  1999 

Hazel  Pretiss  -  Tel:  (212)  675-4  380,  ext.  171 

Fax:  (212)  929-1259  liazelp@mediainfo.com 

Michele  Appello  -  Tel:  (212)  675-4  380.  ext.  173 
Fax:  (212)  929-1259  michelea@mediainfo.com 

ClassiTied  Fax:  (212)  929-1259 
Details  online  at  wvvw.mediainfo.com 
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CLASSIFIED  ADVERTISING 
INFORMATION 


DEADLINES 

LINE  ADS  -  Tuesday  at  noon  (EST)  for  the  next  Saturday’s  issue. 
DISPLAY  ADS  -  Space  reservation  8  days  prior  to  publication 
date;  camera  ready  copy  5  days  prior  to  publication  date. 

LINE  AD  RATES 

Rates  are  per  line,  per  issue,  3  line  minimum,  count  approximately 
34  characters  and/or  spaces  per  line,  no  abbreviations. 


HELP  WANTED 

(includes  online  posting) 

1  week  . $11.75 

2  weeks  . $10.35 

3  weeks  . $9.05 

4  weeks  . $7.85 


POSITIONS  WANTED 

(includes  online  posting) 

1  week  . $5.50 

2  weeks  . $4.60 

3  weeks  . $3.80 

4  weeks  . $3.40 


ALL  OTHER  CLASSIFICATIONS 

(online  not  included) 

1  week . $10.10 

2  weeks  . $8.90 

3  weeks  . $7.80 

4  weeks  . $6.75 

BOX  REPLY  SERVICE 

Count  box  service  as  an  additional  line  in  copy 
Line  Ads  -  Add  $1 5.00  per  insertion 
Positions  Wanted  -  Add  $7.50  per  insertion  USA 
All  international  box  reply  -  $30.00 

DISPLAY  AD  RATES 


The  use  of  borders,  boldface,  logos,  etc.  on  classified  ads  charged 
the  following  rates  per  column  inch,  per  insertion. 

(1  column  inch  minimum) 

1  week . $121  pci 

2  weeks . $110  pci 

3  weeks . $104  pci 

4  weeks . $100  pci 

PAYMENT 

Make  check  payable  to  Editor&_ Publisher 
^^^1  or  charge  to  your  American  Express. 

VISA  MasterCard  or  Visa.  Please  supply  name 

■■■■■  VPlIl^  ■§££££  on  card,  account  number,  expiration  date 
and  card  holder’s  signature. 

Please  note:  Intematioral  ads,  new  accoutns  and  positkxKvmtedack  must  pre-pay. 

TO  PLACE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1 .  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone, 

5.  Ad  Classification,  6.  No.  of  insertions,  7.  Amount  $  enclosed. 

Or  place  your  ad  online  www.mediainfo.com 

Rease  contact  us  for  contract  rates,  display  ad  copy  specifications  and 
procedures 

MAIL;  Editor  &  Publisher  Classified  Ads 

11  W.  19th  Street,  New  York,  NY  10011 
FAX:  (212)  929-1259 
E-Mail;  hazelp@mediainfo.com 
michelea@mediainfo.com 
eileenl@mediainfo.com 

OUESTIDNS? 

VOICE:  (212)  675-4380  (Monday  -  Friday  -  9  AM  -  5  PM  EST) 

Hazel  Preuss  /  Extension  171 
Michele  Appello  /  Extension  173 
Eileen  Long  /  Extension  170 

FAX:  (212)  929-1259  or  E-mail:  eileenl@mediainfo.com  anytime. 


POSITIONS 

WANTED 


ADMINISTRATIVE _ 

COMMUNITY  PUBLISHER.  Group  and 
independent  experience.  Proven  record 
of  revenue,  profit,  and  circulation 
growth.  Increases  values.  Wins 
awards.  Motivated  by  competition. 
Group  acquisition  experience.  Plan¬ 
ning  early  2000+/-  move  up  from  cur¬ 
rent  post.  Reply  to  Box  08942,  Editor 
&  Publisher. 


EDITING/design  with  flair.  Valuable 
experience  you  can  use,  detail- 
oriented;  fax  (253)  568-2738; 

I  i1iii@hotmail.com 

j  EXPERIENCED,  energetic  writer/editor 
seeks  new  creative  career  challenge 
with  specialty  or  trade  publication. 

(305)891-2595 

j  LONDON  freelancer  available  for 
steady  work.  Experienced.  Journalism 

I  degree.  American  or  European  Issues/ 

I  features,  valerie_christop@hotmail.com 


j  LAS  VEGAS  ENTERTAINMENT 
I  COLUMNIST  pursuing  out-of-town 
distribution.  Twenty  years  covering  Vegas 
as  a  writer,  national  correspondent, 
daily  critic,  gossip  columnist,  TV/radio 
host.  More  sources/contacts  than  any¬ 
one  in  Las  Vegas.  Column  features 
exclusive  scoops,  celebrity  gossip, 
show/headliner  reviews,  show-going 
activity  for  tourists,  plus,  hotel/ 

!  showroom  trends.  Current  column  can 
be  read  at  www.gamingtoclay.com  Con- 
I  tact  Don  at  (702)  233-2018  or 
1  StripScoop@AOL.com  or  2601  Grand 
j  Canyon,  Suite  2051,  Las  Vegas,  NV 
89117. 

I  NASCAR  WRITER  with  Master's 
j  Degree  in  Writing  seeks  full-time 
i  motorsports  writing  position.  Race  cov¬ 
erage  experience  and  four  years' 
I  experience  as  a  weekly  columnist.  Can 
also  provide  game  coverage  of  other 
sports,  as  w^l  as  features  and  col- 
I  umns.  Call  Bill  at  (561 )  489-671 8  or: 
goward@gate.net 

j  SPECIALTY  WRITER 

TV/Radio  critic-columnist,  20  year  pro 
I  large,  medium  market,  contact; 
i  tvwriter99@yahoo.com 


Attention: 

Positions  Wanted  Advertisers 

For  quicker  placement, 
you  con  Fox  or  e-mail  your  Positions 
Wanted  ad  along  with  your 
Visa/MasterCard/American  Express  card 
number  and  expiration  date. 

(212)  929-1259  or 
E-mail:  michelea@mediainfo.conn 


www.mediainfo.com 
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shoptalk 

at  thirty 


Beyond  the 

‘comfort  zone’ 


In  the  Promised  Land,  the  right  to  vote 

wiil  not  be  a  controversiai  issue 

by  Betty  L.  Sullivan 


Editor’s  Note:  The  following  remarks 
are  excerpts  from  Sullivan ’s  speech  earli¬ 
er  this  month  at  the  World  Association  of 
Newspapers  ’  Third  International  Newspa¬ 
pers  In  Education  Conference  in  Paris. 

My  assignment  is  to  report  on 
the  ways  newspapers  in  the 
United  States  are  address¬ 
ing  controversial  or  sensi¬ 
tive  topics  in  the  news 
through  their  nie  programs.  Recent  events 
in  the  United  States  have  provided  an 
unfortunate  backdrop  for  my  comments. 

News  stories  abound  from  Wyoming, 
Alabama,  Texas,  California,  and  other 
states  of  hate  crimes  against  homosexuals, 
African  Americans,  and  Jews.  Endless 
amounts  of  ink  have  been  spent  on  cover¬ 
age  of  President  Clinton’s  escapades  with 
Monica  Lewinsky.  Reports  come  too  often 
of  school  violence,  such  as  at  Columbine 
High  School  in  Littleton,  Colo.,  Pearl  High 
School  in  my  home  state  of  Mississippi, 
and  other  locales  as  well. 

The  good  news  is  that  “character  educa¬ 
tion”  has  become  the  buzz-phrase  among 
NIE  people,  as  we  scramble  to  create 
resources  to  meet  the  demands  for  this  new 
wave  of  interest  among  American  educa¬ 
tors.  Scrambling,  however,  is  exactly  what 
we  are  doing  —  as  is  usually  the  case  when 
a  new  trend  occurs. 

The  bad  news  is  that  we  nie  folks  in  the 
United  States,  in  our  business-as-usual 
posture,  continue  to  promote  romanticized 
and  often  vapid  topics  and  titles  that  are 
sure  to  challenge  no  one's  comfort  zone.  As 
is  typical,  NIE  professionals  at  many  news¬ 
papers  are  fearful  to  even  speak  the  name 
of  a  real-life  controversial  topic,  lest  some¬ 
one  cancels  an  order  for  delivery  —  which 
results  in  a  decreased  circulation. 

What  do  I  mean  by  “business-as-usual”? 


We  have  the  tendency  to  be  so  preoccupied 
with  circulation  numbers  that  we  miss  the 
boat  on  what  we  could  be  doing.  These 
days,  NIE  is  more  of  a  pr  vehicle  for  the 
newspaper  than  an  education  program  de¬ 
signed  to  promote  critical  thinking,  self-re¬ 
liance,  and  the  ability  to  ask  questions,  nie 
continues  to  be  the  slave  of  newspaper 
executives  eyeing  the  1  %  or  2%  circulation 
gain  attained  through  school  delivery.  But 
this  is  not  news.  It’s  been  said  by  others 
many  times  before. 

At  the  highest  levels  of  nie  thinking  in 
the  United  States,  we  say  that  the  founding 
tenet  of  nie  is  to  promote  democracy  and  to 
help  develop  informed  and  involved  citi¬ 
zens.  Yet,  in  practice,  we  shy  away  from 
publishing  resources  for  young  people  and 
their  families  on  sex  education,  mental 
health,  AIDS  prevention,  poverty  and  home- 
le.ssness,  terrorism,  human  disaster  readi¬ 
ness,  street  crime,  or  domestic  violence. 
We  do  this  out  of  fear  of  reactions  from 
conservative  teachers,  religious  and  civic 
leaders,  or  even  our  own  newspaper  execu¬ 
tives  worried  about  circulation,  if  not  poli¬ 
tics.  “Self-censoring”  is  what  I  believe  we 
do.  As  a  result,  we  often  miss  the  opportu¬ 
nity  to  make  a  collective  difference  nation¬ 
wide. 

One  of  the  saddest  news  stories  I  have 
read  was  of  the  beating  death  of  a  young 
gay  college  student  in  Wyoming  in  October 
of  1998.  Has  any  local  nie  program  dared 
to  directly  address  this  or  other  equally 
abhorrent  hate  crimes  in  the  United  States? 
No.  Not  one.  Has  any  nie  program 
addressed  the  shooting  by  a  white 
supremacist  of  children  and  adults  at  a 
Jewish  community  center  in  California? 
No.  Not  one.  1  could  go  on. 

But  it  isn’t  only  hate  crimes  where  we 
NIE  folks  fall  short  in  addressing  crucial 
issues.  One  example  is  an  nie  executive 


who  feared  that  his  newspaper  might  be 
perceived  as  advocating  voter  registration 
if  it  offered  election  education  resources. 

The  right  to  vote:  There  is  nothing  more 
fundamental  to  being  an  American.  Yet,  as 
the  editor  of  an  nie  guide  on  the  presiden¬ 
tial  election,  I  was  told  specifically  that 
nothing  in  the  guide  should  indicate  that  we 
were  encouraging  students  to  register  and 
vote.  If  we  did,  we  might  be  accused  of  ad¬ 
vocating  something  that  would  benefit  one 
political  party  more  than  the  other.  At  the 
time,  1  could  only  shake  my  head,  and  it 
continues  to  shake  now,  some  15  years  later. 

And,  too  often,  I  have  heard  nie  profes¬ 
sionals,  speaking  in  hushed  tones,  say  that 
they  can’t  publish  resources  for  teens  on 
safe-sex  practices.  They  fear  their  newspa¬ 
per  would  be  viewed  as  promoting  promis¬ 
cuity.  We  continue  to  shake  our  heads. 

When  we  allow  it,  nie  programs  in  the 
United  States  can  be  driven  by  the  need  to 
sell  papers  and  meet  circulation  quotas,  or 
by  fears  of  upsetting  conservative  opinion 
leaders  in  our  communities  or  in  our  own 
newspaper  buildings.  Consequently,  it  can 
be  hard  to  do  what  we  should  be  doing: 
Helping  young  people  and  their  families 
gain  the  information  they  need  to  be  safe 
and  in  control  of  their  own  lives. 

That’s  why  1  personally  believe  in  nie  so 
very  deeply.  Call  it  media  literacy  or  call  it 
NIE.  The  basic  premise  is  that  learning 
through  the  media  will  gain  us  access  to  the 
information  we  need  to  be  safe  and  in  con¬ 
trol  of  our  own  lives.  But.  of  course,  that  is 
only  true  when  the  media  is  not  being  con¬ 
trolled  —  so  hat’s  off  to  the  First 
Amendment  advocacy  and  freedom  of  the 
press.  Hat’s  off  to  “Reading  for  Life!” 


Sullivan  is  president  and  founder  of 
Use  The  News  and  Use  The  News 
Foundation. 
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regime  m  North  ivorea  cooldHire  against  the  nei^,. 
boiiipg  countries.  Beijing  reacted  angrily  to  reports 
the  Pentagon  was  considering  allowing  Taiwaa^i^  / 
cess  to  upgraded  P^atriot  missiles,  which  would  beN||« 
deployed  under^e  TMD.  The  Beijing  government  I# 
regards  Taiwan  as  a  renegade  province  and  has  threat^ 
ened  to  recover  it  by  force.  A  Pentagon  report  tf^^ 
month  said  “China  is  engaged  in  an  intense  buik^^ 


'f  ballistic  and  rnissile  forces 


^m11  gJA 


renegade  \re-ni-gacl\  n:  one  who  has  deserted  a  cause, 
principle  or  allegiance  for  a  hostile  one. 


Thorough  Journalists  Do  Not  Rely  on  Misleading  Characterizations 

What  is  inept  about  explaining  Beijing’s  actions  toward  Taiwan  by  saying,  “Beijing  considers 
Taiwan  a  renegade  province”? 

It  perpetuates  a  historical  fallacy  that  hinders  understanding  of  a  complex  current  issue  instead 
of  clearly  and  accurately  reporting  the  facts  behind  today’s  news: 

•  Fact:  The  Republic  of  China  was  founded  in  1912  after  the  collapse  of  the  Ch’ing 
dynasty,  which  ceded  Taiwan  to  Japan  in  1895.  Japan  then  surrendered  Taiwan  to 
the  ROC  in  1945. 

•  Fact:  The  ROC  government  has  exercised  sole  jurisdiction  over  Taiwan  since  1945. 

Four  years  later,  it  lost  control  of  the  mainland,  and  the  People’s  Republic  of  China 
was  proclaimed. 

•  Fact:  The  ROC  government  relocated  to  the  remaining  territory  under  its 
jurisdiction — the  Taiwan  Area  in  1949.  Beijing  has  threatened  to  take  Taiwan  by 
force  but  has  never  succeeded. 

So  who  should  be  calling  whom  the  “renegade”?  The  authorities  in  Beijing — not  Taipei — divided 
China  in  1949,  and  nothing  has  changed  since. 

Uncritically  quoting  the  use  of  an  incongruous  label  such  as  “renegade  province”  to  describe 
Taiwan  glosses  over  failure  to  articulate  the  crucial  complexities  of  the  issue. 

Clarify  the  story  by  saying,  “Beijing  wants  to  bring  Taiwan  under  its  rule.”  It  is  clear,  succinct 
and  accurate.  Isn’t  that  the  essence  of  balanced  and  objective  coverage? 


For  further  information,  contact: 

Taipei  Economic  and  Cultural  Office  in  New  York 
Tel:  (212)  373-1800  http://www.taipei.org 
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Michelle  Micklewright 
Advertising  Manager,  fetem  Region 
Heritage  Newspaper 
Saline,  Ml 
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moreinfo@ttmeclia,com 


TTM  Products:  Entertainment;  Coverstory,  'nology:  Kids  and  Families:  Curiocity  for  Kids,  Curiocity’s  Brainstorm,  and  Curiocity’s  FreeZone 
Sports  and  Outdoor  Recreation;  Pro  Basketball  This  Week,  Pro  Football  This  Week,  Track  &  Speed:  Health  and  Fitness:  ActiveTimes,  healthfile.  Zeal 
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